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INTRODUCTION 
Importance of the Study 
The employee publication is well-established as a 
basic tool of communication in industry and, generally 
speaking, it does the job effectively. 
Many companies consider their employee publica-
tions the major channel of regularly getting information 
to employees, and surveys have shown that employee publi-
cations are one of the most important sources from which 
personnel learn about their companies and industry. 1 
Moreover, employees like, read and believe their 
company publications. A study by the Opinion Research 
Corporation shows that employees regard their company 
publication as a reliable and valuable information source 
and rate them higher than union publications. Some pub-
lications are read by as many as 85 per cent of employees.2 
1. James M. Patterson, chairman, Report on the 1958 
National Oil Information Committee Employee Information 
Conference, (Chicago: American Petroleum Institute, 
January, 1958), p. 7. 
2. Targeting the~loyee Publication, A report of the 
PubliQ Opinion Index for Industry, (Princeton: Opinion 
Research Corporation, July, 1952), p. 5. 
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Much has been written and many studies have been 
made on the effectiveness of employee publications in 
general. Less is known about the effectiveness and problems 
of employee publications of industrial research organiza-
tions -- separate companies or large divisioriswithin 
manufacturing firms which have sprung up with the tre-
mendous growth of technology in U.S. industry. 
The expansion of industrial research has created a 
new and somewhat unique audience for employee publications. 
One segment of the potential •reade~s (as many as half in 
some cases) will be highly-trained specialists in scientific 
fields; the other segment will be readers without technical 
backgrounds or professional training. 
The problem is aptly stated by one editor of a monthly 
magazine published by a medium-sized electronics firm. About 
employee complaints she received when changes were made in 
the publication's contents, she said: "This was to be ex-
pected in a publication which attempts to please engineers, 
research technicians, office personnel, skilled and unskilled 
workers. u.3 
.3. Maybelle z. Mitchell, editor, nTransposing a Chit-Chat 
Sheet to an Effective M·edium of.Company Communication,tt 
Industrial Editsr, (Los Angeles: Vol. 2, No. 8, 
August, 1958), p. 22. 
• 
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This poses a question: Can an employee publica-
tion be an effective medium of communication when its 
readers have diverse backgrounds? Of course, employees 
share many of the same interests in a company they work 
for; however, they also have interests associated particu-
larly with their training and positions in the company. 
The author of this paper will attempt to answer the 
question by studying the employee newspaper of one indus-
trial research organization. 
THE NEWS, the bi-weekly employee newspaper of Esse 
Research and Engineering Company, is ideally su~ted for 
this project. Nearly half of its employees are scientists 
and engineers or have professional backgrounds. The other 
half are non-professional employees -- mechanics, laboratory 
assistants and office personnel~ 
For this study, THE NEWS' contents will be examined 
and its readers will be interviewed ~n the light of the 
paper's stated objectives. The newspaper's techniques of 
serving the interests of management and the interests of 
employees will be studied and compared with those employed 
by other publications. The problems unique to the employee 
publication of a scientific company will be examined and 
the approaches to solving them will be reported and evaluated. 
Eurpose of the Study 
~he purpose of this study, then, is to evaluate the 
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effectiveness of a newspaper which attempts to meet the 
communication needs of a scientific company and to provide 
data which show the extent such a publication is read, be-
lieved and used by readers with different backgrounds and 
interests. 
Survey Methodology 
Two techniques were used to study and evaluate the 
effectiveness of THE NEWS. 
The contents of the newspaper were analyzed to 
determine the types of information it contained and to re-
veal the. balance that exists between the amount of infor-
mation and news published primarily to serve management 1 s 
int~rests and the amount published to serve the interests 
of employees in general. 
The other method was to conduct a readership survey, 
which involved personal interviews with 399 employees, to 
determine the reception of the newspaper by employee-readers 
and to determine if the diverse skills, training and in-
terests of employees affect the acceptance, usefulness 
and creditability of the paper. 
In analyzing the contents of the paper, two cate-
gories were set up: 
centered stories. 
Company-centered stories and employee-
Company-centered stories, by the author's definition, 
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covered what employees want to know and should know about 
their company. Thus the company-centered catagory in-
cluded management views (management actions, the importance 
of costs and cost reduction, needs for safety, and in-
dustry problems) and information on company operations 
(new technical developments, the role of various company 
units and future plans). 
The category tagged employee-centered, it was 
decided, would include news stories, features and human-
interest-type articles covering the activities and achieve-
ments of individual employees. 
Once the categories were defined, each issue during 
1956 and 1957, a total of 52 issues, was analyzed.· This 
was done by measuring the inches of space devoted to each 
category, issue by issue. Headlines were included in the 
measurement as well as photographs. The total number of 
inches in each category was then ~o~pared with the total 
number of inches available in each issue and converted into 
percentages. A four-page issue, for example, has 301 total 
inches, less the masthead; a six-page issue has 456 inches. 
Of course, it was recognized that many stories could, 
and did, fall into both categories. But the technique was 
useful. It provided a broad picture of the extent the 
publication served management interests and the extent the 
paper focused on employees and their interests. 
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However, the best measure of a publicationts 
effectiveness is to find out what the readers themselves 
think. For while an editor may choose what goes into his 
publication, the reader chooses what he takes out of it. 
The readership survey was conducted to do just 
that -- to discover the extent the paper was being read 
and accepted in general by employees and the extent it 
was serving as a source of information for the readers' 
own use and in their contacts outside the.company. More-
over, the paper had reached its fourth year of publication. 
It was time to take stock of its efforts and management 
had expressed an interest in.knowing what employees thought 
about the newspaper. There also were questions in the minds 
of a few members of management whether the paper was serving 
the information needs and interests of both professional 
employees and the non-professionals. 
Thus, in addition to determining the over-all 
effectiveness of the newspaper, the objectives of the survey 
were to determine: 
1. The degree of acceptance of the employee publication 
by professional and non-professional ·employees as indi-
cated by: 
a. How much of the paper is read by both pro-
fessional and non-professional employees; 
b. The general opinions of the paper held by 
each of the two employee groups; 
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c. The extent each group £eels the paper serves 
as a use£ul·source o£ in£ormation; 
d. The extent employees in each group say they 
take the paper home to be read by members 
o£ their £amilies; 
e. The extent employees in each group use the 
paper as a re£~rence in conversations with 
non-company people. 
2. The degree o£ use£ulness o£ the employee publication 
as indicated by the extent pro£essional and non-pro-
£essional employees £eel the newspaper provides in-
£ormation about the company which they would not 
otherwise have an opportunity to know; the extent 
pro£essional and non-pro£essional employees use the 
newspaper as a re£erence in their non-company contacts. 
3. The extent readerst positions in the company a££ect 
their interests in the contents o£ the employee pub-
lication as indicated (a) by GOmparing the results when 
readers are asked to mention, without aid, any items 
they £eel receive more than their £air share of 
attention in the newspaper; (b) by comparing the results 
when readers are shown samples o£ regular and special 
£eat~res on company, employee and oil industry activi-
ties and are asked to designate items which they £ind 
least interesting. 
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4. The correlation between feelings toward the employee 
publication as an information sour~e and the feelings 
toward the company and its over-all effort to keep 
employees informed. 
5. The effect length of service with the company has on 
the publication 1 s acceptance among employees, and the 
use they make of the paper as (a) source of information, 
(b) a reference. 
It was decided that a closed-end questionnaire was 
best suited for the study, and that the technique of the 
personal interview would be the most practical for collect-
ing the information desired. 
The closed-end questionnaire was selected because 
a large number of employees could be interviewed W'ithout 
the study becoming too time-consuming for either the inter-
~iewers or the interviewees ~- an· important consideration 
since the study 1.ras to be done during working hours and 
the compan~ 1 s facilities are in three locations. The 
closed-end questionnaire offered advantagesof being simple 
to administer, quick to analyze and r~latively inexpensive. 
Also, this technique made it possible to easily pre-code 
the interview schedule which simplified putting results 
on punch cards for tabulation on an IBM 650 computer. 
The questionnaire was framed with guidance from Dr. 
R. 0. Carlson, social psychologist in the Public Relations 
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Division of Standard Oil Company (New Jersey), and pre-
tested on 25 employees. 
Twelve questions, consisting of poll-type questions, 
rating scales and questions requiring simple yes-no 
responses, were. included in the schedule. 
Conducting the survey by personal interviews also 
offered a number of advantages. Personal interviews 
generally yield a high percentage of returns since re-
turn calls can be made until the respondent can be reached. 
(The number of return calls was arbitrarily set at three). 
Also many more people are willing to cooperate in a survey 
when all they have to do is talk.4 And the face-to-face 
contact enables the interviewer to get spontaneous answers.5 
1he interviewing was done by 33 departmental re-
porters, most of whom regularly keep the newspaper 1 s staff 
posted on news events within their divisions. Unlike many 
departmental reporters, THE NEviS 1 reporters do not ·write 
for the paper. Their job is to pass along news tips. 
Using these p~ople for the intervi~wing proved to be 
especially worthwhile for it gave the newspaper staff an 
4. Marie Jahoda, Morton Deutsch and Stuart W. Cook, 
Research Methods in Social Relations (New York: The 
Dryden Press, 1951), P• 159. 
5. Ibid., p. 159. 
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·opportunity to re-emphasize the important role reporters 
play in publishing the newspaper. Being asked to help 
with the survey made the reporters feel important and 
resulted in their becoming more enthusiastic and diligent 
in passing along ideas for features and new items. 
The disadvantage of using departmental reporters 
was that none had had previous interviewing experience. 
This was partially overcome by holding a two-hour training 
session at which time the purpose of the study was ex-
plained and instructions were given on interviewing 
techniques. Dr. Carlson participated in this session. 
Each interviewer also was given a sample questionnaire and, 
with one of his colleagues at the training session, practiced 
conducting an interview. 
To eli~inate the possibility of interviewer b~as, 
departmental reporters were assigned to interviewing in-
dividuals in divisions other than their own. 
Upon the advice of Dr. Carlson, it was decided that 
500 interviews could produce the needed cross-section of 
respondents to achieve reliable results. It was decided 
to draw a sample of 500. 
To achieve the desired cross-section of company 
employees the technique of stratified random sampling was 
selected. 
The company's payroll record, which contains only 
code numbers of employees, was used as the source list from 
'\ 
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which the sample was drawn. Company vice-presidents 
and their deputies were eliminated from the source list 
since they were not the audience for whom the survey 
1-Jas intended. 
Prior to drawing the sample, the company's total 
population was divided into its normal groupings 
divisions. Also, each division's population was sub-
divided into two categories -- professional employees 
and non-professional employees. These steps made it 
possible (1) to compute the sample size for each division 
in the same proportion as its population existed in the 
company 1 s total population and (2) to determine what 
number of professional and non-professionals should be 
drawn from each division sample to make sure the sub-
groups were in the same proportions as they existed in 
the division's population. 
To insure randomization in drawing the sample, 
tables of random numbers were used. 
After consecutive numbers were assigned to the 
employee code numbers on the ~ayroll list, numbers were 
read in succession from the tables of random numbers. The 
consecutive numbers on the payroll list which corresponded 
with the numbers on the tables constituted the sample. This 
procedure vTas continued until the required sample size of 
professional and non-professional employees in each division 
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was reached. 
The sample yielded 487 individuals and compared 
~avorably with the total population o~ the company. 
Table I shows the breakdown by strata. Table II shows the 
comparison o~ the total universe with the sample by 
sub-strata. 
Total Universe: 2,952 Total Sample: 48-7 
Pro.fessional 
Employees 1,327 or 44.88% 228 or 46.78% 
Non-Pro~essional 
Employees 1,625 or 55.04% 259 or 53.18% 
Using the same technique, an alternate sample o~ 
138 individuals -was drawn to take care o~ anticipated losses 
~rom business trips, vacations, illnesses and other absences. 
The second sample also re~lected the total universe ~avor-
ably. Out o~ the 138 individuals selected, 72 or 51.79 
per cent were in the non-pro~essional category and 66 or 
47.48 per cent were in the professional category. 
The alternate selections were provided to inter-
viewers as they telephoned to repprt their losses. 
The survey returns totaled 399 individuals or 79.8 
per cent o~ the goal. This was somewhat disappointing ~or 
it had been hoped that the alternate sample would have kept 
the total closer to the 500-mark. Mid-summer vacations 
accounted for most o~ the losses; the toll in the engi-
neering divisions was due to an unusually high number o~ 
-
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men in Europe on company assignments. Time and manpower 
did not permit extending the study. 
However, the breakdown of the returns bi categories, 
professional and non-professional, still closely resembled 
the total population: 
Total Population 
Prof. Emp. 44.88% 
Non-Prof. Emp. 55.04% 
Sample 
46.78% 
5.3.18% 
Returns 
44.19% 
55.88% 
Therefore, it is safe to assume the results are 
valid and a true representation of the thinking of employees. 
CHAPTER I 
THE ROLE OF THE EMPLOYEE PUBLICATION IN-A PUBLIC RELATIONS 
PROGRAM 
Obviously, no single medium can answer all communi-
cation needs and public relations problems of industry. A 
variety of media and a broad-scale continuous program are 
needed. 
vfuere does the employee publication, the backbone 
of employee communications for decades, fit into the public 
relations picture? 
Before ~xploring the public relations potential of 
employee publications, let's examine the background and 
development of the field as a whole. Magazines and news-
papers for employees have been around for a long time. The 
earliest, Lo~Vell .Qffering, published by Lowell Cotton Mills 
l dates back to 1840. Other old-timers among the sponsors 
were the Travelers Insurance Company in 1865, Hartford 
Steam Boiler in 1867, and Aetna Life Insurance in 1868. 2 
1. Scott M. Cutlip and Allen H. Center, Effective Public 
Relations (New York:· Prentice~Hall, Inc., 1952), 
p. 140. 
2 • Ibid • , p • 140 . 
l'j';. 
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The growth in the number of company publications 
has been tremendous. There were only 575 in 1929. 3 By 
1944 the number had jumped to 4,953 -- a ten-fold increase.4 
I 
1 
Today, counting the internal publications for employees 
only, and the externals for stockholders, distributors and 
the general public,. there are at least 9,000.5 Their cir-
culation on a per-issue basis is more than 300 million --
five times the circulation of daily newspapers which runs 
close to 60 million-- and industry 1 s annual investment 
for them is well over $500 million.~ 
The impressive growth of the company publication 
field and the size of industryts investment clearly shows 
the importance companies attach to the publications they 
sponsor. The circulation figures indicate the potential 
contribution these publications can make to public relations. 
Qualitatively, some employee publications are 
3. Edward L. Bernays, Public Relations (Norman, Oklahoma: 
University of Oklahoma Press, ,1952), p. 204. 
4. Ibid, p. 204. 
5. Henry B. Bachrach, chairman and others, Operation Tape 
Measure (New York City: International Council of 
Industrial Editors, 1956), p. 3. 
6 • Ib i d . , p • 3 • 
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amateurish sheets jammed with chit-chat about o££ice doings. 
These publications, o£ course, contribute little to public 
relations. 
Since World War II, however, industrial journalism 
seems to have adopted a new editorial point of view. The 
old-style publication, o£ten a propaganda sheet for manage-
ment, is being replaced by a publication which draws its 
strength from a mixture o£ let's-put-the-facts-on-the-/ 
table approach and an honest desire to serve the interests 
of both the company and the employees.? 
k~at brought about the change? Russell 3. Jancoli, 
chairman of the Department o£ Journalism at Boneventure 
University explains it this wax: 
Management realized that a steady diet of 
breastbeating and company-knows-best fare was 
getting nowhere. And editors themselves realized 
that house magazines could perform a tremendous 
service i£ allowed some freedom of expression. 
Put these together and you~t this: management 
has begun to look upon the house organ as a 
sound public relations instrument and has freed 
editors from a multitude of taboos and endless 
red tape. Many editors have taken advantage of 
this by using more human interest material, by 
going out on a limb when the occasion demands it 
and by broadening the scope of their outlook.8 
7. Russell J. Jandoli, "Questions and Answers About House 
Organs," Public Relations Journal, (New York: Vol. 14, 
No. lO, October, 1958), p. 21. 
8. Ibid., p. 22. 
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In addition, the old practice of having the employee . 
publication a function of the.personnel department is giving 
uay to a trend of having the publication under the wing of 
public relations. In the 1956 survey conducted by the 
International Council of Industrial Editors, 19 per cent 
the largest category -- of the editors replying said they 
reported to the public relations manager. Sixteen per cent 
reported to personnel managers. 9 
This organizational switch is ideal for a number of 
reasons. Editorally, the publication.is in a postion to 
have a broader view of the companyrs plans and problems. 
The way is paved for better coordination and more effective 
use of all communications media, and an opportunity is 
offered to make use of the two-way information pipe line 
an alert publications staff has in its constant contact 
vlith employees to collect and sift news for the publication. 
The employee, the primary target of the publication, 
is the key to having the publication contribute to the 
companyts public relations. For in addition to being a 
member of the corporate family, each employee also is a 
citizen of a community and, as such, influences the in-
terests, purposes and opinions of other citizens. 
9. Bachrach, ~· cit., p. 3. 
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The important role employees play in a company's 
public relations was expressed by Walter G. Barlow 7 Vice-
President of the Opinion Research Corporation, in a speech 
he- made at a meeting of the oil industry. What employees 
say about their company or their industry has a crucial 
effect on community opinions, according to Barlow, who 
explained that a survey of six communities showed that 47 
per cent of the people based their opinions of specific 
companies on first-hand acquaintanceship with employees. 1 0 
He also reported on studies which indicated that the average 
worker talks to 16 persons a week on a more than how-do-
d b . 11 you- o asJ.s. "With 1,650,000 persons in the oil 
industry, that would mean that the industry has something 
in the neighborhood of 15 to 20 million opportunities a. 
week for ideas o~ points of view to get distributed.nl2 
He concluded that "impressive results can be ob-
tained by companies which use systematic approaches to the 
problem of converting employees into ambassadors of good 
10. Walter G. Barlow, 11 Employees as a Source of Public. 
Attitude Toward the Oil Industry," Report on the 1958 
National Oil Information Committee Employee Informa-
tion Conference, Section II (Chicago: American 
Petroleum Institute, January 1958), p. 51. 
11. Loc. cit. 
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will and mutual understanding~l3 The employee publi-
cation, which has proved itself as a reliable source of 
information among employees, is tailor-made. for this task. 
There are ways other than through employees that 
the employee publication can contribute to a companyrs 
community relations. Authorities agree it has value as a. 
company-information piece which keeps opinion leaders and 
other important segments of the population informed of 
the company 1 s activities and p~oblems. Cutlip and Center 
in ··Effective Public Relations·: say: 
Extended house publication circulation is worth-
while •.. Actually, there is no area of the 
community in which the house publication is not 
welcome • • . a real service is performed by 
extending circulation into the community and 
without conflicting with the purposes of the 
daily or weekly newspapers.l4 
There are other groups which should not be overlooked 
in using the employee publication to aid the company 1 s public 
relations. 
Distributed to local newspapers, the employee pub-
lication can help maintain good press relations by keeping 
local editors up to date on company activities and by serving 
as a source of news stories and features they may wish to 
14. Cutlip,~· cit., p. 217. 
-7-
pursue. 15 This also applies to editors of trade journals 
and other outside publications important to the company. 
Universities and local high schools, the suppliers 
of the company 1 s manpo~er, are other important publics the 
employee publication can help influence. Marked copies 
pointing to the achievements of former students can help 
build good will and support of the company among the uni-
vers i ty department heads and guidance counselors· of high 
schools interested in good job placements for their 
students. Itts safe to speculate that school officials 
who look favorably upon a company will be more inclined 
to refer their best students to that company for employ-
ment. 
In summary: Since World War II companies have begun 
to recognize the employee publication as an important public 
relations tool. This is evidenced by a change in the 
editorial point of view and in making the publication a 
function of public relations. The employee publication 
can serve public relations efforts by keeping important 
publics outside the company informed! also, its broad 
circulation is a public relations plus. Most important, 
15. During the last six months of 1958, local newspapers 
printed ll out of the 12 features on unusual hobbies 
of employees which had been marked for their attention 
in copies of THE NEWS mailed to local editors. 
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the employee publication can help create community support 
by equipping employees to be the companyt s good vlill 
ambassadors in the community. How THE NEWS serves Esso 
Researchts public relations is described in Chapter VI, 
Getting Extra Mileage. 
CHAPTER II 
THE PUBLISHER -- THE READERS 
Profile of Esse Research and Engineering Company 
Before studying THE NEWS, it is appropriate to first 
introduce its publisher -- Esso Research and Engineering 
Company. 
Esso Research and Engineering Company, America 1 s 
largest oil research firm, is the scientific and_ engineer-
ing affiliate of Standard Oil Company (New Jersey). Its 
primary responsibility is research and the development of 
new or improved petroleum products and processes for the 
manufacture and use by Jersey Standard affiliates which 
operate in over 60 countriea of the free world. Esse 
Research also serves as the central engineering organi-
zation for Jersey affiliates, acts as a technical con-
sultant for Jersey Standard companies and is responsible 
for securing patents on company developments and licensing 
its processes to outside companies. 
Established in 1919 as the Development Department 
in Jersey Standard, Esso Research is among the nation 1 s 
oldest research organizations. 
poration in 1927. 
It became a separate cor-
The company 1 s main research facilities --twenty 
buildings in all -- are at the Esso Research Center in 
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Linden, New Jersey. Other laboratories and company per-
sonnel are located at the nearby Bayway Refinery of Esso 
Standard Oil Company, a manufacturing and marketing 
affiliate of Jersey Standard. Additional offices of the 
research company are in Elizabeth, New ~ersey, about four 
miles from the Research Center. In addition, a new re-
search center is under construction in Florham Park, a 
suburban community about 18 miles from the main facili-
ties in Linden. When the two buildings now under construc-
tion are completed, close to 1,000 employees will be loca-
ted in Florham Park. They will be mostly engineers. The 
move is expected to take place the summer of 1959. 
At any one time, Esso Research, which currently spends 
approximately $55 million annually on research, may be doing 
work on as many as 1,000 projects. 
Among the companyls scientific achievements are Fluid 
Catalytic Cracking, the most widely-used petroleum process-
ing method for producing high-quality gasolines and heating 
oil and which also is a source of petrochemicals; butyl, 
a synthetic rubber now used on over 100 parts of todayts 
automobiles; the first synthetic lubricant approved by both 
the British and United States Air Forces for modern jet 
aircraft; and Fluid Coking, a process by which low-value, 
tar-like materials ar~ co~verted into gasoline and other 
oil products. 
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Profile of Esso Research's Employees 
In all, Esse Research has close to 3,000 employees. 
Nearly half are scientists, engineers or have technical 
backgrounds combined with law, industrial relations or 
business administration. A study made in the summer of 
1956 showed that 225 of the companyts professional employees 
have doctorate degrees, 200 have master 1 s degrees and 540 
have bachelor 1 s degrees. The non-professional group, 
numbering a little over 1,600, includes mechanics, labora-
tory technicians, electricians, stenographers, clerks and 
typists. The men outnumber the women by more than three 
to one. 
It 1 s apparent that the company newspaper: THE NEWS, 
has a highly-trained and spphisticated'audience. The high 
educational level and specialized skills of Esse Research•s 
employees, coupled with the technical nat~re of the company's 
work, has greatly influenced the newspaperts contents, 
practices and policies. 
CHAPTER III 
DEVELOPMENT OF 11 THE NEWStt 
The first is sue of THE NEWS 1-ms published June 25, 
1954. Until then, news about Esso Research and its ~mployees 
was included in a multi-plant n.ewspaper, the Esso Refiner, 
published by the Bayway Refinery of Esso Standard Oil 
Company. 
The trend of having separate publications for each 
of the Esso Standard units along the eastern seaboard had 
begun two years before when the Baltimore Refinery pulled 
out of the old Refiner to start its own newspaper. Early 
in 1954, Esso Standard decided to further implement Jersey 
Standard 1 s philosophy of decentralization of affiliate 
activities by dissolving the Esso Refiner and replacing it 
with separate newspapers for the Everett Refinery in 
Massachusetts and Bayonne Refinery in·New Jersey. The Esso 
Refiner changed its name to Bayway Refiner and became the 
newspaper for employees of the Bayway Refinery in Linden, 
New Jersey. 
This decision left Esso Research without an estab-
lished means of communication with employees except for 
mimeographed bulletins issued w~ekly by a few division~ 
exclusively for their own personnel~ Four such bulletins 
had sprung up during the war to keep in touch with employees 
............. ------------------------~~~ 
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on mil~tary leave. Two of the bulletins are still in exis-
tence. One comes out weekly, the other on the weeks THE 
NEWS is not published. Both bulle-!:, ins s_imply list names 
of new employees, job transfers, marriages, births, deaths 
in employeesr families and announce social activities. 
There is very little duplication between the bulletins and 
THE NEWS. New employees and deaths in employees 1 families, 
for example, are not covered by THE NEWS because of their 
limited company-wide interest. 
In the beginning, the idea of a newspaper especially 
for employees of the research company did not have the whole-
hearted support of all members of management. In fact, a 
proposal for an Esso Research publication had been turned 
down in 1952. Because the company was small, management 
saw no need for a separate paper; they doubted if there 
would be enough significant news to fill it, and felt that 
the technical nature of the companyts work would make it 
difficult to publish much information which would be of 
wide-spread interest. 
By 1954, the company had begun to grow at a rapid 
pace. Management recogni~ed the need and importance of 
regular communications with employees. It was decided that 
the Public Relations Division -- a young, fast-growing unit 
and one of the proponents of a publication -- would have 
the responsibility for establishing and publishing a 
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newspaper for Esso Research employees. 
The advantages of having the employee publication 
a responsibility of public relations have already been 
discussed. In the case of THE NEWS, the arrangement has 
been especially successful and effective. The result has 
been a broader outlook for the newspaper and better co-
ordination of all communications -- both internally and 
externally. 
Defining Objectives 
The first step in establishing THE NEWS was setting 
up a Publication Policy Committee, a special six-man 
committee headed by the general administration manager and 
composed of middle-management representatives of three 
operating divisions plus two staff divisions, Employee 
Relations and Public Relations. Once the paper was "estab-
lished, the policy committee was replaced by the Publication 
Advisory Committee, an eight-member group which continues 
to meet periodically. 
The responsibility of the original group was to study 
plans developed by Public Relations, guide the establishment 
of the paper and make necessary policy decisions. 
Public Relations prepared a prospectus which outlined 
the purposes and objectives of the proposed newspaper. 
Quoting from the prospectus: 
r ..
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In establishing the policy of the proposed 
newspaper, it would. seem essential to recognize 
the basic values to be realized from a program 
of open communications, and to determine to 
what extent the newspaper should reflect the 
spirit of this management attitude. 
While there is no such creature as an 11 average 1' 
employee, there are wants and needs which can 
be classified as being common to the majority 
of employees. These mutual feelings include: 
(l) a natural concern about the future as it 
will affect them; (2) an innate curiosity 
about what is happening around them; (3) a 
yearning, not always conscious, to understand 
the 11 whyn behind company operations and move-
ments. 
The employee who benefits from management 1. s 
readiness to keep him fully informed is surely 
a more valuable investment than an employee who 
is left to wonder and worry about what is going 
on in the management levels above his. 
First, an employee who is well-informed develops 
a feeling of understanding and trust toward the 
company which, in turn, encourages him to do his 
own job as well as he can. 
Second, being able to relate his job to the 
company's over-all opera~ions, he gains a feeling 
of belonging and is therefore more enthusiastic 
about his own contribution. 
Third, his decisions will invariably be sounder 
when based on a broader knowledge of the company. 
Fourth, if he has confidence that he will get 
the full facts of matters affecting him he is at 
least partially resistant to the pernicious effects 
of the grapevine. 
And finally, because he is equipped with an under-
standing of what the company is·. doing, he serves 
as a more reliable spokesman for the company among 
his friends. 
With those points in mind, the objectives were es-
tablished: 
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l. To inform employees as completely as possible 
of what occurs from week to week in the company 
and the industry. To tell them about forth-
coming changes, and reasons behind these changes; 
to give them all information which their status 
as employees gives them the right to have in a 
company whose management operates under the 
principles of being friendly, open and com-
municative. 
2. To educate employees in the practices and policies 
of the company; to help them reach a better under-
standing of their role in company operations, and 
of how the job they do supports, and is sup-
ported by the jobs that other employees do. 
3. To inspire employees to perform creditably in 
both the company and their communities by pub-
lishing examples of successful individual 
accomplishments. 
Thus the course was charted for THE NEWS. 
Defining the objectives of a publication seem basic 
and fundamental. Yet, surprisingly few company publica-
tions have defined objectives. Only 38 per cent o~ the 
editors replying to the 1956 study of the International 
Council of Industrial editors said they have specific ob-
1 jectives for their publiaations. Some felt objectives 
weren't needed. But those editors who have defined their 
objectives say they can better plan and organize their 
work and determine where they can most profitably devote 
their major efforts. The Industrial Editors study further 
reported that editors with objectives for their publications 
1. Henry B. Bachrach, chairman and others, Operation 
Tape Measure (New York City: International Council 
of Industrial Editors, 1956), p. 3. 
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felt they can show their managements how they are con-
tributing to the companyts success as well as how they are 
organizing and planning their work to produce such de-
sired results as better labor relations, dealer relations 
and better understanding of controversial issues.2 
In establishing THE NEWS, numerous decisions were 
made by the policy-making committee. Among these were type 
of format, method of distribution, clearance procedures --
even a name for the paper. 
Selecting a Format 
A newspaper format was selected for a number of 
reasons. A newspaper was what employees were used tore-
ceiving, and the old Refiner was liked and read by Esso 
Research employees -- many of whom had begun their careers 
at the Bayway or Bayonne Refinery. The consensus was that 
the new publication would have a better chance of getting 
off to a right start with Esso Research employees if its 
format was not a radical departure from what employees were 
used to receiving. There was little risk of the Esso 
Research newspaper being categorized by employees as a 
hand-me-down. The paper would have its own identity 
2. . Ibid., p. 3. 
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because the contents would focus pri~arily on Esso Research 
activities and employees. Also, different headline type 
and bo~y type would give the research companyts newspaper 
an individual appearance. 
As a result, THE NEWS has retained the same page 
size as the old Es~ Refiner, 11-3/4 inches wide by 
17-1/4 inches deep -- standard for tabloids -- with five 
two-inch-wide columns. It is printed by letterpress; the 
body type is eight point Century and the head type is 
Spartan black. The paper is issued every other Friday and 
normally has four pages. Six-page issues, the number averages 
about six a year, are published when necessary. Fotir-page 
issues include 40-45 stories and items; six-pages average 
55-60. 
In addition to the bi-weekly newspaper, the staff of 
THE NEWS is responsible for issuing special bulletin board 
announcements covering important ne;.rs which' should be given 
to employees as quickly as possible. 3 
3. A typical example of the service the bulletins provide 
was when Bayway Refinery announced in the spring of 1957 
that it would cut its work forces considerably. The same 
afternoon the refinery manager announced the layoff to 
refinery employees atid released the information to the 
local papers, THE NEWS issued a special bulletin for Esso 
Research employees. The announcement reported the re-
finery1s plans and included a statement from Esso Re-
search1s vice-president of administration assuring 
employees that layoffs at Esso Research were not antici-
pated. The purpose was to give Esso Research employees 
facts on the Bayway situation to dispell rumors and 
to provide them with the information they needed in order 
to know where they stood~ 
Among the types of news covered by the bulletin board 
announcements are the quarterly earning statements of 
Jersey Standard, declaration of dividends, deaths of 
employees and other news considered to be significant 
and of prime interest to all employees. In a yearts time 
about 30 bulletins are put out. 
At first, many employees -- particulary long-
service employees and those located at the refinery site 
continued to read the refinery newspaper in addition to 
the Esso Research paper. It was frequently suggested to 
the editors that more refinery news should be carried in 
the research company 1 s newsp~per. For nearly two years, a 
standing feature, "Headlines ~rom Here And There," which 
. I 
gave news highlights from the Bayonne, Baltimnre and Bayway 
Refinery papers, v.1as carried by THE NEI-lS. It was dropped 
when space in THE NEWS became tighter and the reduction of 
work forces at the refineries decreased the amount of news 
of wide-spread interest. Significant developments of other 
Esso units now are reported as separate news stories, 
features, or fillers. 
Today, THE NEWS 1 editors seldom hear the newspaper 
referred to as lithe Refiner, 11 as was the case when THE NEWS 
first began. 
Use of Editorials 
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The Publication Policy Committee voted against the 
regular inclusion of editorials. The decision was based 
oh a statement in the newspaper's prospectus which is as 
follows: 
The company newspaper~ insofar as editorials 
are concerned, is in a peculiar postion. What 
it prints reflects management 1 s position. When 
editorial opinion is employed, therefore, the 
result is an arbitrary stand on matters which 
may have two or more si~es. The result is that 
the average reader comes to think of the so-
called editorial as the latest command from top 
management, and does not accept it gracefully 
because it is disguised. Further, th~ limita-
tion of suitable editorial themes forces the 
editor to re-tailor a few basic concepts over 
and over again, with the result that what he 
produces is often strained. 
The statement was accepted in principle with the 
provision that editorials would be used only for matters 
of important significance·which could be discussed effectively 
through the means of an editorial. No editorial has- ever 
appeared in the newspaper. Management's actions have been 
described and explained in news stories, and management 
views have been exp~essed by quoting statements made by 
specific members of top management. 
Reporting Union News 
The extent that union activities would be reported 
in the company newspaper was another Policy Committee de-
cis ion. 
The union at Esso Research, known as the Independent 
e. 
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Laboratory Employees Union, has no publication of its own. 
Rather, its communication with members is achieved through 
meetings~ letters to members' homes and announcements placed 
on special union bulletin boards strategically placed 
throughout the company. 
It was decided that the company publication should 
cover such union activities as election of officers, its 
social activities and the results of bargaining (contract 
signing). The Policy Committee emphatically stated that 
no attempt was to be made by the paper to enter into argu-
ments pro and con as far as union matters are concerned. 
No controversial issues have arisen in the past four years, 
so the restriction imposed by the committee has never been 
put to test. 
Selecting a Name 
Since it was felt an employee contest offered too 
many complications, the Policy Committee selected the 
newspaper's name. The decision was an easy one. At the 
time the company 1 s name was Standard Oil Development Company 
and was commonly referred to by its initials, S.O.D. There-
fore·, S. 0 .D. NEHS was the logical choice for the newspaper 1 s 
name. That .title was used until 1955 when the company 
adopted its present name, Esso Research and Engineering 
Company, chosen to more accurately describe its work and for 
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closer identi£ication with the other Esso a££iliates. 
The paper 1 s name was changed to THE NEWS. That decd.sid>n 
was made by the Publication Advisory Committee, the group 
which succeeded the original policy-making group. 
Distribution Methods 
There was much discussion on the best method o£ 
distribution. The old Re£iner had been placed at key 
exit points £or pick up by employees on their way home. 
The new Bayonne Re£inery paper was to be mailed; Bayway 
Refinery planned to continue distributing its newspaper 
at the end of the working day. 
Esso Research selected to distribute THE NEWS during 
working hours. In most divisions· ~opies are delivered to 
the desks of employees between 2 p.m. and 3:30 p.m. on the 
issue day. Divisions made the decision between desk de-
livery and stacking copies at exits £or pick up by employees 
on their way home. Only one division stacks copies at 
exits, but copies are delivered to the desks of its manage-
ment. 
Mailing the paper to employees 1 homes was seriously 
considered since this method would guarantee reaching em-
ployees1 families. Mailed copies also would eliminate having 
the paper read on company time. The disadvantages of mailing 
seemed to outweigh the advantages. 
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Most important, there would be an inevitable loss 
of ·timeliness since Esso Research employees live in some 
200 communities. This precluded simultaneous distribution 
even if the paper was sent first class mail which, of 
course, would be economically impractical~ Spot checks 
on mailed copies of the old Esso Refiner sent third class 
mail showed that the papers reached their destinations any 
where between Saturday, the day after the publication date, 
and Tuesday or Wednesday of the following week. 
There also was some feeling by the committee members 
that the paper sent to homes of employees would not be re·ad 
because the employee 1 s interest in and reception to anything 
of a company nature is at low ebb when he is home. That 
premise is not backed by statistics. 
A study made in 1953 by the Association of National 
Advertisers of eight leading publications, six of which are 
distributed via U.S. mail, showed that nine ou~ of every 
ten employees had read or looked into at least one of the 
two latest issues of their publications. Furthermore, 
there was evidence that there was at least one other home 
reader besides the employee himself. 4 
4. Ward B. Stevenson, chairman, and others, The Measured 
Effectiveness of Employee Publications (New York City: 
Association of National Advertisers, Inc., 1953), p. ll. 
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By employee readership, THE NEWS surpassed the 
publications surveyed by the Association of National Ad-
vertisers. For 83 per cent of Esso Research's employees, 
according to the readership survey made in 1957, read 
eyerything or almost everything in the paper; 16 per cent 
skim the paper. On the other hand, 76 per cent of Esso 
Research 1 s employees take the newspaper home for reading 
by members of their families. 
Perhaps mailed copies could boost the number of home 
readers and thus increase the paper's public relations 
values. However, it is this writer's opinion that this 
would not compensate for the loss of timeliness that would 
result because of the widespread geographic location of 
employee residences. 
In addition to its employee readers, THE NEWS has 
close to 900 names on its mailing list. These include: 
487 copies received by Jersey Standard 
domestic and overseas affiliates 
53 copies received by educators and civic 
leaders 
47 copies received by editors of trade 
publications and local newspapers 
125 copies received by employees who have 
retired from the company 
51 copies received by employees on military 
and educational leave 
128 copies to friends of employees, editors of 
other employee publications and the general 
public 
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Eight to ten new readers, on an average, are added 
to the mailing list each month. These plus the addi-
tional copies which are frequently requested bring the 
total distribution close to 4,300. 
Clearance-Procedures 
Industrial journalists do not operate a free press. 
Clearances, e.g., securing manage~ent 1 s approval of stories 
involving policy matters, controversial issues or tBchnical 
developments are probably the major cause of most editors' 
headacpes. But as frustrating and time-consuming as 
'c~ecking out stories many times can be, clearances are 
essential to a successful and effective publication. If 
an editor never, or seldom, needs to have a story reviewed, 
then he is missing the boat in really serving management's 
interests, and he probably is failing to keep employees 
informed of matters which vitally concern them. 
Most editors admit that clearances are not unusual. 
A scientific company such as Esso Research has special 
problems. Technical accuracy an~ proper timing and pre-
sentation of a story on a new development, for example, 
are particularly critical. In his enthusiasm and zeal to 
keep employees informed, an editor could unwittingly reveal 
information before sufficient data have proved out the 
development or before the company is adequately protected 
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by patents. 
At the Kearny Works of Western Electric Company, the 
editor of the monthly newspaper, Kearneygram, is required 
to have the entire contents of his eight-page newspaper put 
into mimeographed form for review by no less than 12 de-
partment heads. 
When THE NEI-TS was started, the Policy C ommi tt ee 
requested that the Employee Relations Divi~n review each 
issue for employee and labor relations implications and 
for checking the correctness of personnel names. In 
addition, the legal department requested to review at 
least the firs~ six issues to make sure all articles 
followed the company's legal policies. After six issues, 
the legal unit was satisfied with the way stories were 
being handled. Employee Relations saw no need for its 
routine check after a year. Of course, both units still 
review stories in the realm of their particular activities. 
Stories on technical developments have always been . 
cleared in manuscript form by the divisions involved after 
a preliminary review by ~ technically-trained member of 
the Public Relations Division. Any story which may be 
controversial is reviewed in manuscript form by Public 
Relations' management, and the entire issue is reviewed 
in page-proof form by the Public Relations management. 
Sometimes as many as six reviews are required before a 
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story is set in print. This may take as lohg as a week. 
This then is the £ramework in which THE NEWS operates. 
The next section o£ this paper examines its performance. 
CHAPTER IV 
POLICIES ESTABLISHED IN LINE WITH OBJECTIVES 
THE NEWS >vas built on a solid foundation. Its goals 
and objectives were defined ~~.terms of the interests of 
both management and employees. Editorial policies, con-
sidered important and essential in establishing the pub-
lication, were endorsed by management. Also, the news-
paper format, which was chosen for this new publication, 
was a proven successful form of communications in the Esso 
family. It has already been mentioned that Esso Research 
employees for more than three decades had mead and liked 
the Esso Refiner, the multi-plant newspaper whose dis-
solution in 1954 led to the decision to have a publication 
especially for Esso Research and Engineering Company em-
ployees. John Hall Woods, an expert in house publications, 
corroborates THE NE1-JS 1 choice of continuing with a news-
paper format: 
The fundamental nature of the publication as 
a medium of news about the company and its 
employees points strongly to the newspaper 
format . . After all, the newspaper is 
the most popular form of printed matter, so 
why not go along with the popular prefer-
ence? Give the employees what they want, put 
together in the way ihey are accustomed to 
having the news of the wop,ld served to them 
and the company interests will not suffer. 
There is plenty of opportunity to get the 
~-
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company vi~wpoint across by the way the news 
is handled, and by feature articles and 
editorials.l 
Hithin the limitations of a bi-weekly publication, 
which means a certain amount of timeliness always will be 
lost, THE NEWS tries as much as possible to follow accepted 
newspaper practice. 
Page one, for example, is reserved for the latest 
news and events which, in the judgment of the editors, are 
the most important. Page two is set aside for features, 
sports and short news items on employee activities, both 
on the job and in the community. Other standard page 
two items are births, marriages and the want ad column. 
Pages three and four are devoted to features on both employee 
and company activities and news of general interest. The 
articles on these pages, however, lack the timeliness and 
major significance of page one stories. 
Policies and standards have been established to guide 
THE NEWS in achieving its objectives -- to inform, to educate 
and to inspire -- and to make sure fair and proper treatment 
is given the variety of information which goes into the 
newspaper. 
1. .John Hall. 1-Joods, flThe Employee House Organ, n Public 
Relations Handbook, Philip Lesly (New York: Prentice-
Hall, Inc., 1950), p. 108. 
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A policy for reporting promotions of professional 
employees is well defined. Appointments to assistant· 
director of divisions (middle management at the division 
level) and above are page one stories. Promotions below 
the assistant director level are announced on the inside 
pages. 
There are no policies governing promotions of non-
professional employees -- m~n appdinted laboratory super-
visors, foremen, senior mechanics and senior technicians, 
or women named file Dr steno room supervisors. In fact, 
no announcements are made on these appointments even 
though in many instances the positions are at the top of 
the ladder for non-professional employees. This void 
/ 
has been partially due to the diff~culty of resolving at 
what supervisory level announcements should be made. The 
problem is compounded by management's request that appoint-
ments to group head (the first line of supervision at the 
professional level and sometimes comparable in re~ponsi-
bility to the position of laboratory supervisor) are not 
to be reported. This is because these positions ofteh are 
rotational and tend to steal thunder from more significant 
promotions. As a result, the non-professional supervisory 
promotions go unrecognized and are not reported because 
their professional counterparts arentt. Unfortunately, 
THE NEWS has not come to grips with this seemingly unfair 
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treatment of non-professional employees. 
Policies for handl~ng service anniversaries and 
retirements also are well defined. Employees reaching 
50, 40 and 30 years of service rate a feature story which 
highlights their company experience or on-the-job ac-
complishments. A portrait-type photo, one-half column 
wide, accompanies the stories. This treatment, designed 
to provide employee recognition, often offers indirect 
benefits for the company because the employee 1 s ex-
periences and accomplishments generally reflect favorably 
on the company and frequently cover some phase of the 
company 1 s history, growth and achievements. 
Retirements are given the same feature treatment 
as service anniversaries except the accompanying photo 
is a full column wide and an informal pose selected by the 
employee himself. The retiring employee may be pictured 
busily engaged in some hobby which he plans to concentrate 
on when he retires; he may be looking at maps to plan a 
trip; some have chosen to pose at their desks. This photo 
approach has given variety and interest to the paper 1 s 
appearance. More important, the retiring employees, 
without ~xception, have been enthusiastic about the special 
attention the posed photos offer. The spec~al photos, in 
use for over a year., replaced the old Refiner 1 s custom of 
carrying pictures taken at retirement parties. Party pictures 
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tended to become static -- the "boss" presenting a gift 
and too space-consuming, particularly when parties oc-
curred for t~o or more retiring employees during one 
issue period. Moreover, embarrassing editor~~l com-
parisons were created since the more popular employee 
drew a larger crowd and received more lavish gifts. 
Well-defined policies also govern the treatment of 
other standard stories. Announcements on the latest winners 
in Esso Research's suggestion program, called Coin-Your-
Ideas, include photos of the winners and a description 
of their ideas for all awards which are $75 and above. 
Awards amounting to $250 rate a column-wide photo of the 
winner demonstrating his suggested work improyement. 
Winners receiving below $75 are listed by name only. These 
policies were made jointly by the company's Coin-Your-Ideas 
Committee and the Publication Advisory Committee. 
It has become a standard procedure for the Christmas 
issue to carry a special feature focused on employee acti-
vities and traditional holiday themes. Religious themes 
have been avoided. This decision has been the editors' 
who have felt religious themes have no place in a company 
publication. 
The most.popular Christmas feature, according to 
comments by employees, was in 1957 when all employees on 
overseas assignments were sent a short. questionnaire before 
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Thanksgiving asking them to brie£ly outline their holidays . 
plans and how they would be affected or changed by being 
,. 
away from home. More than half of the 92 employees queried 
responded. A page was filled with vignettes. One was an 
amustng tale of an employee trying to find a Sa~ta Claus 
costume; many des.cribed interesting foreign customs which 
employees were adopting; several focused on the experiences 
of employees' children. Replies came from Germany, France, 
England, Sumatra, South Africa, among others. 
The preceding inside glimpse of THE NEWS 1 policies 
and practices have been presented to illustrate how the 
policies as they were established or changed, are in general 
closely tied to the newspaper's objectives and are designed 
as much as possible to help sustain reader interest. 
CHAPTER V 
MEETING OBJECTIVES 
Announcing Technical Developments 
THE NEWS is the only medium of communication in 
Esso Research that reaches all employees on a regular 
basis. 
True, there are numerous meetings of professional. 
employees within all divisions which keep them informed 
of their own divisionst activities and problems; there are 
company-wide meetings held twice a year at which time 
selected employees hear reviewed the company's over-all 
research plans and accomplishments. But all professional 
employees do not have these opportunities for face-to-face 
contacts with management and the company's key scientists, 
and relatively few have the opportunity on a regular basis. 
All divisions issue monthly activity reports which 
are selectively distributed throughout the company, but it 
generally takes a long time for the information in the 
written reports to filter down; many professional employees 
never see them. In addition, the company's size and 
specialized work performed by the various divisions make 
it even more difficult for employees of one division to be 
a'-lare and informed of the activities and accomplishments 
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of another division. 
The situation is even ~ore acute among non-pro-
fessional employees who have eKen fewer opportunities to 
attend meetings which cover the company's over-all work. 
In the area of personnel practices and policies, 
Employee Relations from time to time issues bulletin board 
. 
announcements, but they frequently are not interpreted in 
terms of employees' interests and the meaning is often lost 
in legal language. 
Thus it becomes the responsibility of THE NEWS to 
be the unifying force which supplements the face-to-face 
contact between management and employees, fills the gap 
in company-wide communications and interprets the company's 
actions and decisions. 
Technical developments -- new and improved petroleum 
products ~or. processes for making them -- are the Rbread 
and buttern of Esso Research's existence. In announcing 
them, THE NEWS strives for three goals: (l) to give all 
employees a better understanding of research and the 
company's work, (2) to build an image of excellence in 
research as conducted by Esso Research, and (3) to equip 
all employees to authoritatively explain the company's 
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achievements a~d activities to outsiders. 1 
Every effort is made to explain the technological 
aspect of a development as well as its significance to 
Esso Research, Jersey Standard and its affiliates, the 
petroleum industry and the .general public. 
Hhen Esso Standard in May, 1958, announced it would 
market a new gasoline, New Formuia Esso Extra, THE NEWS' 
announcement emphasized the research that went into the 
new gasoline's development. The need for a new fuel, the 
research problems which had to be solved and the techniques 
developad to solve them were described. Because nuclear 
research techniques were used, these were explained in 
detail. 
Since the new gasoline was announced st a press 
conference held at the Esso Researc~ Center, pictures taken 
then were used to illustrate THE NE~TS 1 story. This also 
1. Esso employees are good communicators, The results 
of an opinion research study reported in the 
February 27, 1959, Management Bulletin issued by the 
Bayonne Refinery of Esso Standard Oil Company showed 
that Esso employees are well-known in the New Jersey 
area and t~nd to talk more about their jobs, their 
company and the oil business than do competitors' 
employees. The Bulletin reported that 29 per cent 
of the publiq says it knows an Esso employee. By 
comparison, 15 per cent says it knows a Gulf employee 
and 10 per cent says it knows a Texas Company employee. 
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enab~ed the company publication to picture the men who had 
contributed to the research that led to the new product. 
The pictures also gave all employees an opportunity to 
"participate" in the press conference which had caused 
curiosity among many employees. 
Keeping Employees Informed of Changes 
A bcioklet on employee communications published by 
General Electric cites the.employee newspaper as one of 
the most effective mass communication tools because of 
its ability to convey a large volume of news and infer-
mation to employees quickly, economically and on a regu~ar 
schedule. 
Obviously, it (the employee newspaper) can never 
substitute for the 1 oral 1 channels of communication 
and information -- the personal contacts, the 
informative meetings, the round table discussions, 
and other 1 man-to-man 1 methods so vital in any 
communications program. But it can do things 
which these 1 oral 1 channels cannot do, in con-
veying a large volume of information regularly, 
quickly and accurately to all members of the 
organization at one time.2 
An example of the way THE NEWS meets the 11 mass 
communication" need is illustrated by the role it play~d 
and is playing-- in connection with the company 1 s new re-
2. Employee Communication Part 2: The GE News (New York: 
General Electric, Employee and Plant Communications 
n.d.), p.3. 
search center now being built on a 675-acre site in the 
suburban community of Florham Park. 
First, let us review the background of events which 
led up to the start of the new center. The last four years 
have been years of rapid expan~ion for the company. Of the 
20 buildings now on the 57-acre Research Center in Linden, 
ten have gone up since 1954. 
Beginning in 1956, the ngrapevinen frequently reported 
the company was looking for a new location for future ex-
pansion. Most frequently mentioned was the Twombly Estate 
in Florham Park which included a 100-room mansion situated 
on 175 acres and a 675-acre farm area. The company re-
mained quiet about its search for a new site. 
Rumors reached their peak early in 1957 and, for a 
brief period, it looked like the local press, piecing to-
gether bits of informat£on, was going to scoop the company's 
announcement of its interest in the Twombly Estate. 
There were many obstacles which kept management silent. 
Some member of management held the attitude 11 it 1 s nobo~y's 
business.u Because the mansion portion of the property 
did not lend itself to the company's use, Esso Research 
needed to find a buyer for that section before it could 
take an option on the Estate. Florham Park, a quiet, 
dignified suburban town, had had no experience with large 
industry, and it was not known if the community would favor 
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it~ entrance. Also a borough ordnance would have to be 
changed to permit Esse Researchts entry since the Twombly 
Estate was zoned for residential development. 
It was the pressure of the local press that finally 
caused the company to reveal its intentions to employees. 
Management turned to THE NEWS. This action touched off 
the flow of information that has continued ever since. 
In the beginning, THE NEWS issued special bulletins 
almost daily to report the company 1 s position at that moment. 
The bulletins were followed with detailed stories in the 
regular i~sues. THE NEWS reported each meeting of the 
borough council when the re-zoning plans were discus~ed, 
and when the company appeared to pre~ent its building plans; 
an {!erial photo of the property was printed and a map was 
run to show employees the iocation of the new site in rela-
tion to familiar landmarks; and the local color of Florham 
Park was described through the eyes of employee residents 
of Florham Park in one feature. During the first eight 
months of 1957, a total of twenty-four stories kept employees 
up to date on what was going on in connection with Florham 
Park. 
The stories repeatedly ma~e three points: ( 1) the 
company's present site in Linden would not be abandoned 
rather, the move to Florham Park would be gradual and orderly 
transfer of employees; (2) there would be no need for 
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employees to move to Florham Park; (3) there would be no 
major commuting problems since 95 per cent of Esso 
Research 1 s employees live within 15 miles of the new 
property. 
Since construction began in April, l95S, photos and 
stories have continued to keep employees informed of the 
construction progress. Feature stories have described the 
schools, community organizations and folklore of the area 
to better acquaint employees with what eventually ~ay be 
their new work address. 
THE NEWS also has been put to use for community re-
lations purposes in connection with the Florham Park project. 
Those issues which include major stories on Florham Park 
or the company 1 s plans are mailed to borough officials and 
op,inion leaders in the community. Esso dealers in the area 
regularly receive copies of THE NEWS to equip them for 
answering questions they may receive from towns people. 
Toward Better Understanding o·f the Role Various Units Play 
in Company Operations · 
Esso Research has 20 divisions. It has already been 
mentioned that the specialized work performed by each divi-
sion tends to make ·ti:t difficult for an employee to see w·here 
his unit fits into the company 1 s over-all operations. He 
frequently doesn 1 t ·know how his own work supports his 
division 1 s activities. It has not been unusual for THE NEWS 
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to interview men who know the name of their group or 
section but who have no idea what division they are in or 
what their divisions' responsibilities are. A year after 
'a general reorganizatio~ of the engineering divisions, 
THE NEWS found that most engineers continued to think in 
terms of the old organizational setup. Because employees 
are scattered in four geographic locations, many employees 
seldom have the opportunity to see how other units operate. 
THE NEWS has tried to fit divisons into the company 1 s 
picture and give meaning to employees for the work each 
division does with features called Division Profiles. 
Two-page spreads which use pictures generously, the Pro-
files describe in depth a division's activities related 
to the activities of other divisions and the company 1 s 
over-all efforts. The Profiles include the history of 
the division as well as its achievements. The pictures, 
as many as 15 are used, are candid shots of both professional 
and non-professtonal employees performing their particular 
jobs. The captions tell how the work of those particular 
employees contribute to the division's work. 
So far, Profiles have been done on seven divisions. 
They have been particularly popular with the division manage-
ments. All have ordered reprints of the articles which 
have been used to orient new employees or used as a refer-
4t ence when talking with potential job candidates. 
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Interpreting Petroleum Technology -- An Educational Process 
Octane number, carburetor icing, vapor lock, com-
pression ratio, combustion chamber deposits ••• These techni-
cal terms of petroleum research have become cliches to the 
motoring public -- thanks to the advertising of both the 
automakers and the oil industry. 
The terms, which cover the day-to-day concerns and 
technical problems of a company like Esso Research, are 
subjects which describe phenomena not always easily ex-
plained or understood except by the experts directly con-
cerned with them. 
In an attempt to overcome this problem THE NEWS began 
an educational series in the fall of l956. The purpose of 
the series is to interpret in non-technical language some 
technical subject of widespread interest allied with the 
company's research and engineering. 
The articles on a chosen subject are initially 
written by a technical employee who is an authority on the 
topic. THE NEWS' edits the article. When the article is 
published, the technical man is given credit as the author. 
A special layout has been developed and includes a photo 
and brief biographical sketch of the author. So far three 
subjects have been covered: noctane Numbers and What They 
Mean," "Vapor Lock," and "Degree Days." 
The series has three goals: ( l) to contribute to 
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the reader 1 s self-development_by giving him a deeper insight 
into petroleum technology; (2) to help employees to be-
come well-versed on petroleum technology and able to speak 
with authority when quizzed by friends and neighbors} and 
(3) to provide recognition to the employee who authored 
the article. 
The educational series goes beyond the employee 
group. For after an article appears in THE NEWS, it is 
adapted for inexpensive reprints and distributed to. such 
key groups as Jersey Standard affiliates, local libraries, 
high school science classes, trade publications and in 
answer to requests from the general public. Jersey affiliates 
alone have requested over 20,000 copies. Here again is an 
example of how the employee publication can supplement a 
company 1 s educational relations and community relations. 
CHAPTER VI 
GETTING EXTRA MILEAGE 
In discussing community relationships of a corporate 
enterprise and the ·importance of developing an integrated 
community relations program, Cutlip and Center in their 
text Effective Public Relations say that the organization 
"is expected to supply information to its own employees 
first, to its community second and to the outside public 
third.n 1 This advice indicates the potential the employee 
publication has for supplementing a company 1 s community 
relations and over-all public relations efforts. Cutlip 
and Center agree. These public relations practioners list 
eight prime public relations tools of auxiliary communi-
cation in the community. Extended employee ~ublication 
circulation ranks' third with news at the top of the list 
and institutional advertising in the number two position. 2 
The Our Town edition of the A. E. Staley Manu-
facturing Company 1 s employee magazine is an interesting 
l. Scott ·M~ Cutlip and Allen H. Center, Effective Public 
Relations (New York; Prentice-Hall, Inc., 1952), 
p. 215. 
2.. Ibid., p. 216. 
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example of using the employee publication as a community 
relations tool.3 
The Association of Commerce in Decatur, Illinois, 
home of Staley, recognized the need of a brochure which 
told the ~dvantages of Decatur as a good place to work 
and to live, but lacked the funds to produce such a booklet. 
A Staley representative persuaded his management to put 
out a special edition of the company magazine for this 
purpose. Staley's public relations staff planned and 
supervised the project and the company absorbed the pro-
duction costs. The Association of Commerce committee 
suggested ideas and checked copy, and other Decatur companies 
contributed pictures and copy. The Staley name was mentioned 
only where it was essential in presenting the complete story. 
Plans were made to make copies available at printing costs 
to the Association. The initial copies were distributed, 
as always, to Staley employees. 
The project paid good community relations and public 
relations dividends for Staley. The Association ordered 
20,000 copies, In addition, a number of other companies 
in the city ordered copies for their own use. One Decatur 
3. Oscar M. Beveridge, "The Employee Publication as a 
Community Relations Tool," Public Relations Journal, 
(New York: Vol. 11, No.4, April, 1955), p. 10-11. 
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resident, but not a Staley employee, after seeing the 
special isSue sent Staley:~ list of l6 former Decatur 
dwellers whom he felt would like to receive copies. The 
local Association of Commerce sent copies to affiliated 
offices throughout the United States and the issue was 
featured in a bulletin put out by the National Association 
of Commerce. 
Other values have accrued to Staley. The personnel 
department uses the booklet as a part of its r~cruitment 
literature and public relations distributes it to company 
visitors. 
Staley undertook the project for two reasons: (l) 
it was felt most employees would appreciate having a hand 
in telling the story of their community, (2) it was an 
excellent opportunity to perform a needed community service 
at a relatively low cost. 
THE NEWS purposely plans to assist Esso Researchrs 
community relations and over-all public relations efforts. 
A few examples already have been cited: Mailing copies of 
the paper to Florham Park opinion leaders and Esso dealers 
when the company selected to build facilities in that 
community; adapting the educational series as inexpensive 
booklets for distribution to Jersey Standard affiliates 
and in answer to information requests from the public. 
Here are some other examples: 
-~-
THE NEWS traditionally launches the company's annual 
Community Chest drive with a special feature. Emphasis 
has been placed on the Chest agenc~es' activities in terms 
of employees serving as community volunteers or as workers 
helping with the company-sponsored campaign. As a result, 
the Community Chest of Eastern Union County in 1955 re-
quested 500 copies of THE NEWS to be sent as an example 
of industry cooperation to all Chest headquarters east of 
the Mississippi River. 
Also, a window display in a local department store 
during the 1957 campaign was built around a 6opy of THE 
NEWS and several photos which had illustrated the news-
paperTs feature on the fund drive. This use of THE NEWS 
illustrates· the community ~elations potential of a com-
pany publication. It came about because THE NEWS, in the 
interest of community relations for Esso Research, makes 
it a practice to provide glossy prints of pictures and 
copies of the paper to community organizations mentioned 
in any issue. In this particular case, the agencies 
voluntarily selected THE NEWS for the window display. It 
was the first time materials of any company in the area 
had been selected by local agencies to help publicize the 
campaign. 
THE NEWS also was displayed at the 1957 National 
Convention of the American Red Cross in St. Louis for a 
~''" 
--,, 
story on a pair of employees who are Red Cross volunteers. 
Appearing in March, traditionally Red Cross month, the 
feature was pegged on the employees 1 services to the local 
chapter. This gave THE NEWS an opportunity to publicize 
the scope of Red Cross activities in the community. 
These two examples, which paid public relations 
dividends to Esso Research, have one thing in common. Both 
were centered on employee participation and employee 
interests -- a prerequisite for all community service stories 
which appear in THE NEHS. This practice has been adopted 
for two reasons! (l) To protect THE NEWS from becoming 
obligated to publish the numerous llcanned storiesn and 
announcements of special fund raising projects of community 
groups which it could receive as a major industry in the 
area, (2) To focus attention on the extra-currieular 
activities of employees which help to give them recognition 
and at the same time provide interesting copy for the 
newspaper. 
Another time the company's Employee Relations Divi-
sion, after working with the newspaper 1 s staff on a round-
up story covering employee benefit plans and the costs paid 
by the company for administering them, suggested that 
particular issue might be particularly suited for distri-
bution to universities and colleges to attract students as 
job candidates. Knowing this, THE NEWS strengthened the 
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issue by preparing a photo feature on a bachelor's club 
where a number of young technical men make their home. 
The feature emphasized the pleasant living conditions 
and social life the club provides. Employee Relations 
distributed 300 copies to its key university contacts for 
distribution to students. Later Dartnell Publications 
asked to reprint the benefit story in one of its personnel 
journals. 
Copies of THE NEWS are regularly sent to a selected 
group of college professors who after one of their visits 
to the company were given copies of the paper and an 
opportunity to be regular subscribers. Twenty of the 25 
professors contacted, selected to receive the paper. 
Hopefully, they are being kept up to date on Esso Research 
activities and therefore are more prone to advise top 
students to consider future employment with Esso Research. 
With the guidance of Public Relations' press bureau 
chief, copies are sent regularly to key trade journal 
editors. As a result, these editors frequently pursue 
stories which they first heard about in the company news-
paper. One technical story, which described a company-
developed paint which changes color vhen temperatures on 
refining reactors reach a dangerous level indicating a 
potential trouble spot, caught the eye of a trade journal 
editor. After his story in the trade journal, the company 
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received more than 200 letters from outside firms seeking 
more information on the new paint. 
Another big market for THE NEWS is the 45 weekly 
newspapers serving the suburban communities where Esse 
Research employees are residents. Knowing these weekly 
editors are generally short staffed and frequently have 
more space to fill than time to fill it, THE NEWS tries 
to provide them with interesting copy. When a good 
feature on an unusual hobby or activity of an employee 
appears in THE NEWS, the editor of the weekly paper in 
that employeers home town receives a specially marked 
copy of the newspaper with a set of the glossy photos 
which illustrated the story. Special effort is made to 
provide the weekly editor with different photos than those 
which the company newspaper used. Additional facts plus 
the employeets home address also are provided. This 
practice also has paid off. In 1958, 18 out of the 22 
features marked in THE NEWS for the attention of local 
editors were used by the local press. 
Several other news releases for the community 
papers-- including promotions, retirements and service 
anniversaries -- are adaptations from articles which are 
prepared for the company newspaper. And, from time to 
time, releases prepared for community distribution are 
adapted for use in the company newspaper. This interchange 
~- ' 
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prevents duplication of effort and saves manpower freeing 
the staffs to take on other public reaations projects. 
In fact, lS5 professional man hours and 172 non-professional 
man hours were saved in l95S as a result of this practice. 
It becomes clear that THE NEWS is contributing to 
Esso Research 1 s public relations e£forts --and with a 
minimum of extra work. 
The public relations value of employee publications 
is best summed up in an interview Russell J. Jandoli of 
St. Bonaventure University had with Con Gebbie, president 
of The Gebbie Press in New York City. On the possibility 
of using employee publications as an outlet for public 
relations materials, Mr. Gebbie said: 
The house organ represents a much-neglected 
opportunity for public relations people. The 
possibilities, I think, have scarcely been 
tapped. I believe that given its due attention 
and wisely used, it dan reap big rewards for 
the public relations director. In a given area, 
I can state that house organs as a group can 
reach more people in a better way than news-
papers, radio a~d television combined. And 
thatts something worth noting.4 
4. Russell J. Jandoli, "Questions and Answers About 
House Organs, Public Relations Journal (New York: 
Vol. 14, No. 10, October, .195S), p. 26. 
:~· ....... 
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CHAPTER VII 
SERVING H.ANAGEMENT 1 S INTERESTS 
wny should we publish an employee publication? 
That question was certainly asked when the management of 
Esso Research was faced with the decision to start its 
own publication in 1954. 
William G~ Werner, a Proctor and Gamble public 
relations executive, answers the question quite simplyf 
A house magazine is issued for the purpose 
of reaching certain employee readers with 
messages which management wants to put be-
fore them. 1 
The main reason for getting out a publication is 
to stimulate employee interest in helping solve the 
problems faced by their companies. That was the answer 
given by the managements of a cross-section of companies 
quizzed by the Opinion Research Corporation.2 
In a 1958 study concerned with better executive 
strategy on employee communications by the same social 
1. William G. Werner, fiPlanning for House Magazine Results," 
Industrial Editor,(yol. II, No. S, August, 195~, p. 23. 
2. Targeting the Employee Publication, Executive Summary, 
(Princeton: Opinion Research Corporation, July, 1952), 
p. 6. 
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research firm in Princeton, the president of a paper 
company was quoted as saying: 
The key to better problem-solving communications 
lies in management. That is perhaps self-
criticism. But we have got to take a greater 
interest in seeing that employees understand the 
problems of business.3 
William Scholz, manager of employee and plant com-
munity relations publications at General Electric, expresses 
the purposes of employee communication this way! 
The basic purposes of employee communications 
are to facilitate·the profitable operation of 
a business and to promote the understanding and 
approval and support of the employees of its 
objectives and the free market system in which 
it operates .. 4 
The General Electric m~n adds: 
Employee communication should be regarded as an 
integral part of purposeful management toward a 
specific objective -- profit .• 5 
THE NEWS 1 purpose was stated in a presentation given 
by the editor to the vice-president and coordinator respon-
sible for public relations activities. It reads: 
From the beginning -- and it still holds today --
3. Better Executive Strategy on Employee Communications, 
(Princeton: Opinion Research Corporation, September, 
1958), p. 9. 
4. William Scholz, How to Make Employee Publications Pay Off, 
A reprint adapted from a paper delivered at the Special 
American Management Conference on Public Relations, 
·e January 19-20, 1956, New York City, p. 3. 
5 • Ib i d • , p • 3 • 
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the paper 1 s primary responsibility is to 
further the company 1 s fundamental objective of 
producing new and improved technology. It 
does this by assisting management in creating 
and maintaining the kind of environment which 
encourages employees to do their best work. 
Most managements apparently look to the employee 
publication to further company interests and explain busi-
ness problems. However, this does not necessarily me~n 
publications are doing the job or that management actually 
provides the kind of leadership and support that enable 
editors to do an effective job of communication. 
James G. Foy, president of Koppers Company of 
Pittsburgh, speaking at the 1957 annual meeting of the 
American Petroleum Institute in Chicago, blasted management 
for its "do-nothing" approach in t~lling employees about 
company problems, and for its failure effectively to use 
the employee publication to tackle controversial issues. 
"For the most part," he said, "they (publications) remain 
conspiciously silent on such basic subjects as the profit 
system or on key current issue~ before the national and state 
legislative bodies." By comparison, he went on, nunion 
publications are fighting with both fists fighting in 
unity and sometimes with complete lack of regard for the 
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Marquis of Queensberry rules.n6 
To prove his point he cited a study he made which 
includ~d the seven most widely circulated union publications 
and the employee publications of the 50 largest corpora-
tions. His purpose was to determine how frequently and 
how forcefully the union and company publications were 
talking on controversial issues which had peen given pro-
minent attention by state and federal legislatures as well 
as by labor and industry leaders. The five issues were 
price-wage spiral, right to work law, corporate profits, 
proposed revisions of the Taft-Hartley law and the extension 
of the minimum wage act. 
A total of 103 articles on the subjects were printed 
by the union publications over a four-month period, while 
only three of the 37 corporations responding to the Fay 
study took a direct stand on one or more of the five con-
troversial issues.? An estimated 15.per cent of the space 
in the union publications was used to present viewpoints 
and information on the five controversial subjects. Only 
6. Fred 0. Fay, HSez Who?n Preprint of paper for pre,-
sentation during the 37th Annual Meeting of the American 
Petroleum Institute, (Chicago, November 11, 1957), p. 7. 
7 • Ibid. , p. 6. 
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a fraction of 1 per cent of the available space in the 
company publications was used to present opinions and dis-
cussions on the same subjects.g 
Why do employee publications seem to miss the mark 
when it comes to tackling controversial issues and the 
companyts economic facts of life? A survey by Princeton 
Research Corporation of 50 company editors partially answers 
the question. 
Of the 50 editors interviewed, only 13 indicated 
that they themselves place interpretation of top managementts 
problems among their primary objectives. Interestingly 
enough, the editors of these publications also said they 
have management-guided objectives, an open door to company 
information, active management assistance and enough money 
and staff to do the job.9 
The Princeton study listed five requirements if the 
company newspaper is to effectively serve management's in-
terests by helping to solve company problems. 
First, the editor must have a clear-cut definition 
of objectives. 
Second, the editor must have continued and active 
g. Fey, Loc.~i~., p. 6. 
9. Targeting the Employee Publication,Executive Summary, 
(Princeton: Opinion Research Corporation, July 1952), 
p. 12. 
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management support. Eighty-five per cent of the editors 
who have interpreting management's problems among their 
primary objectives said "My management gives fine coopera-
tion~ takes an interest in the success of the publica-
tion.ttlO 
Third, an adequate staff and budget are required. 
Fourth, the editor must have ready access to company 
information. 
Fifth, the editor, knowing what his goals are, must 
be given a free hand to tell the company story. Of those 
editors who interpret company problems, B5 per cent said: 
tt1tfe are not handicapped by a wealth of restrictions on what 
we can say or do in the publication.nll 
Among the comments of the editors without management-
guided objectives were: 
Our management has always played the cautious 
side -- they're afraid of giving out information 
competitors could use. 
There's practically nothing we can release in 
the way of company information. We are never 
allowed to use any figures or give out any 
operating information.l2 
Some authorities say that companies hold back on 
10. Ibid., p. 10. 
ll. Ibid. , p. 16. 
12 • Ibid • , p • 16 • 
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discussing controversial issues and sharing company problems 
with employees because it is felt employees will lose faith 
in the publication. And yet, studies show employees are 
hungry for up-to-date information on the company and like 
to have management state its views. 
General Electric tested employee reaction to one of 
its newspaper's continuing features titled "Plant Panel.'' 
The series, a roving-reporter type format, covers a con-
troversial topic on some business problem in each issue. 
An adjacent editorial presents management's opinion on 
the subject. Among the topics have been "Do you think 
strikers should be paid?, What do you think is a fair 
profit?" GE 1 s study showed that employees think of 
"Plant Panel" as a two-way educational and information de-
vice. Adverse reaction is small. When employees were 
asked for their opinions on why GE published the feature: 
64 per cent -- to give employees a chance to 
state their views 
57 per cent -- to encourage employees to con-
sider all sides of important 
questions 
41 per cent -- to educate and inform employees 
on important questions 
11 per cent to try to propagandize employees 
g per cent to try to undermine the unions 
2 per cent -- other reasonsl3 
As to the editorial accompanying the feature, 61 
per cent of the employees said they want :management to state 
its views on controversial issues.l4 
General Electric is not alone in its efforts to use 
the employee publication to help :management get its points 
across to employees. Milwaukee's Line Material Company 
airs on-the-job grievances in its employee publication; 
the Ford Company's 30 :monthly tabloids for its some 30 U.S. 
plants give detailed reports on union negotiations; Re-
public Steel has used its employee publication to give its 
workers a graphic breakdown of profits and has backed it 
up with a do-it-you~self picture story on cutting costs, 
and Westinghouse and Standard Oil Company of Ohio regularly 
devote space to broad economic and political questions on 
such topics as private versus public power.l5 
On the other side of the coin: During Southern Bell 
Telephone Companyts strike in 1954 covering nine states, 
13. Better Executive Strategy on Employee Communications, 
(Princeton: Opinion Research Corporation, September, 
"19 5S) , p. 28.-
14. Ibid., p. 28. 
15. Reprint o£ article in Time Magazine, September 19, 
1955, ttTelling the Employees-- Where Management Nisses, 
Unions Score.n 
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Bell's employee magazine completely ignored the strike--
the one topic that interested all its readers. A survey 
of 75 employee publications in the Los Angeles area showed 
that only 15 per cent made any attempt to communicate 
management plans and policies.l6 
How does THE NEWS' functions in the interests of 
management compare with what other companies are doing? 
Fundamentally, the philosophy of the Esso Research 
newspaper is to take advantage of the easy-to-read, easy-
to-understand writing style of a newspaper to explain and 
present man~gement problems. Using the news story approach, 
it is felt, gives the paper an opportunity to present and 
back up those views management is interested in getting 
across to employees without exposing management to the 
criticism that they are preaching or pressuring. 
Here are some typical examples of the way THE NEWS 
has tackled company problems: 
When one of the vice presidents expressed his concern 
about what seemed to be a serious lack of employee under-
' 
standing on how the company obtains its income, THE NEWS 
used the opportunity to report a talk he gave on the sub-
ject before a group of affiliate representatives from over-
seas. 
16. Ibi~. Reprint of article in Time Magazine. 
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The lead story of the issue, the headline read: 
Affiliates Pay S7% of Company Costsl'l 
The story stressed the fact that affiliates pay for 
most of the company's capital and operating expenditures 
and that these fund~ are not guaranteed annual "hand outs" 
since affiliates are free to decide how much they want to 
invest in research. Then, to make sure the points got 
across to employees, the newspaper followed up with a 
Division Profile a few issues later on the activities of 
business and accounting divisions -- again stressing where 
the company gets its money. The stories were factual, 
contained as much information as could be revealed without 
tipping off the company's competitors and they contained 
information few employees would have the opportunity to 
learn from any other source. 
Perhaps the one wea.kness in this approach is that 
since the vital information was somewhat disguised in a 
vice-president's speech and in a feature primarily focused 
on divisions' activities, there was no identification in 
terms of importance to employees' livelihood. Opinion 
Research Corporation says that readership studies show that 
unless the company message is clearly indicated, it may not 
17. THE NEWS, (Vol. 2, No. S, September 30, 1955), p. l. 
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receive the level of attention that is possible for im-
portant, worthwhile company information to achieve. 18 
Another example of how THE NEWS strives to serve 
management 1 s interests is illustrated by the way it has 
publicized the activities of the company--vlide Operations 
Analysis program. Operations Analysis is a program de-
signed to streamline the company 1 s operations, reduce 
costs and increase the company 1 s competitive leadership 
in research. 
Once again the official start of the program was 
announced in THE NEWS as a news event. The occasion was 
a company-wide meeting of division heads at which the 
executive vice-president explained the purposes of the 
program and named spBcial committees to carry out the pro-
ject. The story carried a banner headline with the body 
of the story running across the five columns of page one. 
The headline read: 
Program Is Launched to Increase Company's 
Competitive Leadershipl9 
The points management wanted to get across to all 
employees were quoted statements made by the executive 
18. Better Executive Strategy on Employee Communications, 
(Princeton: Opinion Research Corporation, September, 
1958), p. 9. 
19. THE NEWS, (Vol. 1, No. 23, April 29, 1955), p. 1. 
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vice-president at the meeting: 
•.• the executive vice-president said it was 
essential that "the expansion of our efforts be 
accomplished without hamstringing our economic 
competitive position." 
Remember, it 1 s one thing for Jersey Standard 
affiliates to need our technical assistance but 
it 1 s another thing for them to pay more for it 
than they should. No affiliate, after all, is 
required to buy our technical help.20 
To dispell employee fears that the new program would 
eliminate jobs, THE NEWS 1 story made this point -- again 
in the direct words of the executive vice-president: 
We have a tremendous job to do in the future along 
technical lines, but at the same time we have to 
recognize that research and engineering -- like 
anything else -- is a competitive business.2l 
What we're trying to do is make sure that every 
job is worth while, and that everyone is doing 
his best work -- and, in addition, that everyone 
has the tools to do his job effectively . • •. 
We all know it can be frustrating to a person 
to be doing a job he or she feels is unimportant, 
or a job for which the right tools have not suit-
ed to that person 1 s abilities. · 
We believe our program will benefit the company 
and everyone in it by making jobs more interest-
ing, more satisfying and more effective.22 
That story was the start of an intensive, continuous 
20. Ibid., p. 1. 
21 • Ibid • , p • 1. 
22. Ibid., p. 1. 
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effort by THE NEWS to help the company win support of the 
program by keeping employees up-to-date on Operations 
Analysis activities and progress. 
Typical headlines: 
Help of 'Enthusiastic' Employees 
In Cost Reduction Program Oited23 
-- the story reported the activities of the special committee 
whose members were surveying mechanical operations. 
The headline in the next issue read: 
Engineering Units Take Operations Analysis Story 
To 140 Secretaries, Stenos, Clerks, Lab Assis-
tants24 
--the program was growing. As special training courses for 
supervisors were begun, picture features showed the trainees 
trying out the special techniques used in connection with 
Operations Analysis. Each story was geared to win employee 
support. When two union members were named to the·special 
committee, it was page one news -- indicating to employees 
that the union was backing the program., And when one em-
ployee, using work simplification techniques, eliminat~d 
his old job and moved into a better one, he became page 
one news. 
At the end of the first year of the program, 394 
2 3 . THE NEWS , (Vol . l , No . 2 6 , .Tune l 0 , 19 55), p . l • 
24. THE NEWS,. (Vol. 2, No. l, .Tune 24, 195:j, p. l. 
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work improvements were put into operation and the savings 
to the company came to over $1 million. This was con-
sidered a remarkable accomplishment by management. How 
much THE NEWS contributed in making the program a success 
is hard to judge. Its 19 news stories and features and 
accompanying 19 photos no doubt helped some. 
Ironically, the executive who, five .months after 
the program started, was named head of the special committee 
did not always fully agree with his committee members who 
felt it important to keep employees up to date on the pro-
gram through THE NEWS. This same executive changed his 
attitude when after the second year the company saved $2 
million and the company newspaper had carried 21 stories. 
By then he was counting on THE NEWS to help get the pro-
gramfs philosophy better understood by employees. Part of 
this attitude change was the :..res.ult of a;HE NEWS having 
prepared, with the help of the special committee, a book 
of the clippings which had appeared in the company news-
paper. It made an impressive volume -- and a useful one 
when the committee needed a quick reference to some aspect 
of the program and when outside companies began tomsk 
about Esso Research's experience with the project. 
Along with cost reduction, the promotion of safety 
is a usual company concern. THE NEWS probably neve~ will 
qualify for an award from the National Safety Council which 
gives citations to company newspapers for outstanding jobs 
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in promoting plant safety~ THE NEWS does relatively little 
on safety. This is because the editors have always thought 
the newspaper's readers are too sophisticated for the usual 
safety features and cartoons used by most company publi-
cations. Instead, THE NEWS dramatizes the importance of 
safety by reporting those accidents which might have been 
serious if certain safety equipment had not been worn by 
the employee involved. The stories, as a rule, relate the 
experience as described by the employee involved. 
Anot):rer approach THE NEWS has used has been to do 
a personality feature on the company 1 s sign painter, who, 
at the arrangement of THE NEWS, was asked by the company's 
safety engineer to sketch a safety poster for use on com-
pany bulletin boards. The feature described the painter 1 s 
company job, his off-the-job creative painting and related 
them to the safety poster he was asked to do. Of course, 
a picture of the poster accompanied the story. 
To dress up the annual story THE NEWS does on the 
company's safety record for the year, the editors have ar-
ranged for employees to draw sketches to highlight aspects 
of the report. These approaches, THE NEWS staff has felt, 
are more acceptable to most employees because they are 
related to the company's work and ~he employees themselves. 
Within the last two years the company 1 s safety engi-
neer has introduced safety movies, a number of new bulletin 
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board posters and special promotional gimmicks. He spear-
headed the company 1 s becoming a member of the National 
Safety Council and he has done a great deal to activate 
safety committees within divisions. THE NEWS has not 
appreciably stepped up its efforts. This does not 
necessarily imply the newspaper is not doing an adequate 
communications job. It does illustrate that a number of 
media and methods can be used to further a· company-wide 
program and depend on the particular goals and problems 
involved. 
Actually, the company does not have a serious 
accident problem which requires constant publicity in the 
company newspaper. In 1957 there were only 14 lost-time 
accidents. In 1958 there were only seven. The company 
has never had a serious fire or explosion and the damage 
caused has never exceeded $3,000, which is very low when 
compared with the costs of laboratory equipm'ent •. 
Another communications job of a company newspaper 
is to explain to employees the industry 1 s problems and 
economic facts of life. It has already been cited that 
most company newspapers miss the mark in this area. THE 
NEWS seems to fall ·:.±nt.oj this category too. Part of the 
problem is because the Esso Research newspaper, like all 
Jersey affiliate publications, must, as a rule, take its 
cue from statements issued by the parent company. These 
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statements -- frequently put out as news releases or as 
reprints of speeches by top management or excerpts from 
letters to employees are carefully worded and allow 
limited editing. As a result, it is often difficult to 
interpret the information in terms of the particular in-
terests to Esso Research and its employees. Also, many 
times the information has already appeared in the public 
press. 
In 1957 the oil industry was under attack on a 
number of issues: The role it played in supplying oil for 
Europe when Nasser closed the Suez Canal, a crude oil price 
increase, profits from its foreign operations, and the tax 
advantage the oil .industry receives from the percentage 
depletion allowance provided by law. 
THE NEWS covered each of these problems plus the 
high gasoline taxes paid by the industry and consumers, and 
the relatively narrow margin of profit the oil industry 
enjoys as compared with other industries. Not counting 
the announcements on Jersey Standa~dts quarterly earnings 
and tax payments it makes, THE NEWS carried seven stories 
which dealt directly with industry problems. This comes 
out to one story in about every four issues. Using 50 
stories per issue as an average means that only a half of 
one per cent of the information in THE NE~S during 1957 
dealt with industry problems -- about the same amount Foy 
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found in his study of company newspapers. It would seem 
the Esso Research newspaper still has a long way to go in 
effectively equipping employees with an understanding of 
oil industry problems. 
Most editors find interpreting economic information 
difficult. Editors queried by Opinion Research Corporation 
felt it was a tough writing job. The main difficulties 
they cited included: 
How to present the material 
Time and effort required 
Getting management clearance 
37 per cent 
16 per cent 
14 per cent25 
MoreoverJ the study showed that 52 per cent of the editors 
feel that economic education should not be one of the main 
purposes of their publications. Among their reasons were 
"who are we to decide what economics is right? ••• would 
kill readership ..•• workers would call it propaganda.n26 
Opinion Research Corporation saysJ howeverJ that 
employees turn in good reading scores on "sincere plain-
spoken economic pieces." In index tests they seldom dub 
them propaganda.27 
25. Targeting the Employee Publication, Executive SummaryJ 
(Princeton: Opinion Research Corporation, July 1952), 
p. 19. 
26. Ibid., p. 20. 
27. Ibid., P•: 20. 
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General Electric has done experimental work to test 
the effectiveness of four-page color-cartoon type inserts 
to inform employees on significant controversial subjects. 
This approach was tried on presenting the provisions of 
the Taft-Hartley Law. The firm surveyed a representative 
sample of employees to determine the extent of their 
knowledge of the law both before and after the color cartoon 
insert appeared in the GE plant newspapers. A significant 
increase in knowledge occurred. Employees were able to 
answer on the average about twice as many questions correct-
ly out of the list of 25 after receiving the insert. A 
control group which did not receive the insert showed no 
increased understanding of the law at all.28 
Still another role of THE NEWS is that of inter-
preting to employees the companyrs benefit plans in simple, 
understandable language. To illustrate the benefit program's 
scope, there are 17 different plans, and for $100 paid in 
salaries the company puts out an additional $40 to finance 
the benefit package. 
THE NEWS strives to help employees understand how 
the plans function in their behalf, to help them recognize 
the security the plans offer and to create an awareness of 
28. Employee Communicatio~Part 2: The GE News, (New York: 
General Electric, n.d.), p. 30. 
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the company 1 s tremendous investment in making the program 
possible. 
THE NEviS works closely with the Employee Relations 
Division and all features on the benefit plans are carefully 
planned to stress the points Employee Relations wants to 
get across to employees. 
The Retirement Annuity Plan, a new program intro-
duced the summer of 1957, illustrates the kind of planning 
and coordination that 1 s done by the two units. 
The new program was initially announced in THE NEWS 
as a straight news story highlighting its main features. 
This was done to draw attention to the new program and to 
acquaint employees with it. On the same ~ay as THE NEWS 
ran the announcement, Employee Relations distributed to all 
employees a booklet which. explained in details the high-
lighted features presented by the newspaper. The newspaper 
and the booklet were purposely planned to precede a series 
of employee meetings set up by Employee Relations ~o explain 
the program and to answer questions employees might have 
after having read THE NEWS and the booklet. The issue which 
followed the meetings contained a question-answer feature 
based on those questions which had been most frequently asked 
during the meetings. Hopefully, employees received a solid 
background for understanding the program. 
Thus we have sketched the picture of how THE NEWS 
r;.,~;~:'.':'~----­
~~-;.,: .. 
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strives to keep employees informed of the company's plans 
and problems and how it attempts to serve as the regular 
contact between management and employees. It is difficult 7 
and certainly naive, to say that one particular medium 
l·ike THE NEWS is management's panacea for communicating 
wit~ employees even though we have indications that the 
newspaper's efforts pay off. 
Perhaps THE NEWS can share part of the credit for 
the support employees have given Operations Analysis. Of 
course, the training programs and employee meetings were 
major contributors to the success of the program. We do 
know that THE NEWS was the only means of giving ~ll em-
ployees an opportunity to know what was happening and how 
they might be affected. 
There are other indications that Esso Research looks 
to its newspaper to help solve problems. When the vice-
president felt employees should know more about the company's 
finances, he looked to THE NEWS to help tell the· story. Also, 
when rumors developed that renovations at the Radiation 
Laboratory were being made because employees had been ex-
posed to radioactivity, the division asked THE NEWS to help 
scotch the rumors by reporting the reasons for the new 
construction. }fuen a division needed cars to carry on a 
fuel testing program, THE NEWS was asked to publicize 
the need. Enrollments in training courses doubled when 
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announcements in THE NEWS replaced bulletin board announce-
ments publicizing the program. 
THE NEWS still needs to earn management support from 
certain corners. There is evidence, however, that given 
the opportunity the newspaper can prove its value. This 
is the challenge. 
CHAPTER VIII 
SERVING EMPLOYEE INTERESTS 
So far this review of THE NEWS primarily has covered 
two of the paperts three objectives: To inform, to educate. 
This section will focus on the third -- to inspire --
which, in full, reads: 
To inspire employees to perform creditably in 
both the company and in their communities by 
publishing examples of successful individual 
accomplishments 
Reporting news about employees is just as an im-
portant part of the company newspaper as keeping the readers 
informed of the company's activities and interpreting its 
operations and problems. Employees would soon stop reading 
their company publication if it was entirely focused on 
management's interests. They have a natural interest in 
the accomplishments of others; they also like to be recog-
nized for their own achievements. 
By THE NEWS' definition, employee news does not mean 
chit-chat or gossip. It does mean adding human interest 
to the paper by reporting those aC'tivities of an employee 
which for the moment brings him 'lt step ahead of the rank 
and file, helps to identify him in the eyes of his fellow 
employees and gives him a feeling of belonging in the com-
parry. 
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This kind of employee news helps stimulate and 
maintain readership. It builds morale and helps draw 
employee attention to other features designed to increase 
employee understanding of the company's activities. 
Studies tend to back up this philosophy of stimu-
lating readership., A readership survey conducted by the 
Association of National Advertisers, Inc., of eight leading 
employee publications revealed that an average of 90 per 
cent of employees said they "read some" of the employee 
news items which appeared in various sections devoted to 
employees' working units.l Obviously, employee news does 
get the readers into the publication. 
Here are some of the items about employees regularly 
covered in THE NEWS: 
Service Anniversaries, Retirements, Promotions and 
Job Transfers: All are designed to describe an employee's 
career and his achievements. These stories also highlight 
the company's history and achievements. 
Technical Papers Authored by Company Men, Patent 
Award Winners: Depending on the importance of the paper 
or speech, it may be a simple announcement that an employee-
1. The Measured Effectiveness of Employee Publications, 
(New York: Association of National Advertisers, Inc., 
1953)' p. 47. 
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authored paper has been or Yill be published, or the high-
lights of the paper may be given. 
Coin-Your-Ideas AYards: These cash awards given em-
ployees for suggesting work improvements are the major mean~ 
of providing on-th-job recognition of non-professional em-
ployees. 
Presentation of Citations, Medals and Ayards by 
Technical Societies or Community Organizations: 
Sports~ocial Events Sponsored by Employee Clubs! 
~lliile all employees are not active in sport activities, 
many are interested in knowing hoy their fellow employees 
are faring. Publicizing social events sponsored by the 
company employee clubs help build morale, keep employees 
informed and provide a service. 
Another purpose in reporting employee activities is 
to provide human interest in the paper. For example, stories 
about employees with unusual outside activities or hobbies 
have high readership appeal. THE NEwS looks for stories 
about those individuals Yho might not otherwise have an 
opportunity to be mentioned in the paper -- like a company 
chauffeur who gave up his Saturday afternoon to make pizza 
pies for a childrents benefit program. A laboratory assis-
tant, who may have reached his peak job-wise, becomes an 
important individual when his associates learn that a broken 
ankle was all that spoiled his chances for being a big league 
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baseball player. 
Likewise, knowing the boss 1 s hobby, seeing him pic-
tured in an old sweater puttering in a garden, often help 
employees to feel better acquainted with the men who ad-
minister the company~ 
THE NEWS has done features on mechanics and division 
directors, physicians and janitors, vice-presidents and test 
car drivers, engineers, chemists and stenos -- to mention 
a few. 
In short, THE NEWS 1 goal has been to keep the news-
paper lively and interesting by paying tribute to the com-
panyts most important ingredient-- the employees themselves. 
41 
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CHAPTER IX 
BALANCE AS REVEALED IN A CONTENT ANALYSIS 
Putting out a company publication is like putting 
together a jigsaw puzzle picture. Just as the pieces of the 
puzzle must be fitted together properiy for the picture to 
be interesting and complete, the contents of the publica-
tion must have a balance bet1veen what management expects 
from the publication and what information employees want 
and like to read in their publication. 
THE NEWS classifies its contents into two categories: 
company-centered and employee-centered. Company-centered 
stories cover what employees want to know and should know 
about the company. Employee-centered stories primarily 
help to stimulate readership and maintain interest -- al-
though they may have information value. 
By the standards THE NEWS has set, a well-balanced 
issue includes stories in both categories and takes into 
account the common interests all employees have in their 
company and the specific interests they have because of 
their particular training and role in the company's operation. 
A well-put-together issue also means that a certain amount 
of space is devoted to human interest stories and news 
about employees and their activities. 
~-- .. ·.-.- ~ 
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A well-balanced publication is defined in a U.S. 
Chamber of Commerce booklet on employee publications as the 
"proper proportions of (l) information, 
tion, and (3) entertainment.n1 
(2) interpreta-
Says the Chamber of Commerce booklet, in part: 
"Information given and interpreted for employees ~hould be 
information employees want ••• n2 
Among the items listed are plans, practices and 
policies; economics of operation, products and processes; 
business prospects; and employee news.3 
Entertainment "is like salt on food," says the book-
let, adding: 
Enough should be added to bring out the flavor --
no more. Employees like to read about their own 
extra-curricular activities and those of their 
fellow employees .•• Reporting such activity 
helps maintain morale and draws attention to other 
features designed to increase employee under-
standing of the business.4 
Of course, there is no absolute.formula for balance 
which ~plies to all industrial publications. The news-
paper or magazine must be tailored to fit the interests of 
l. Better Business Relations Thro~gg Employee Publications 
(Washington, D.C., Chamber of Commerce of the United 
States, Business Relations Department, n.d.), p. 5. 
2. Ibid • , p • 5. 
3. Ibid., p. 5. 
4. Ibid. , p. 5. 
'· 
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its audience and in terms of the current and long-range 
interests and problems of the company.5 
To determine its balance and in answer to a request 
from management, the contents of THE NEWS published in 1956 
and 1957 were analyzed to discover how much space was being 
devoted to those areas management defined as important to 
the company's interests. The classifications were set up 
with guidance from management. See Table III. 
In the 26 issues of the newspaper published in 1956, 
39.7 per cent of the space was given to company-centered 
stories and 60.1 per cent to the employee-centered category. 
In 1957 the contents of the paper leaned more toward the 
company-centered category with a 53.7-45.1 per cent split. 
The shift in editorial content is understandable in 
view of some of the 1957 events. The paper would have been 
remiss if this had not happened. During that year the 
5. Charles C. Mercer, former executive director of the 
International Council o£ Industrial Editors, says 
"Editorial balance, naturally, will differ in almost 
every case as no two concerns have identical policies, 
problems or ideas concerning contents. It is advisable 
in all cases, however, to have a pattern to follow --
a pattern based upon major objectives but with suffi-
cient elasticity to allow for special occasions or 
materials." Your Public Relations, Glen Griswold and 
Denny Griswold, (New York: Funk & Wagnalls Company, 
19 48 ) p • 424 • 
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activity in connection with t'he building of a new research 
center in Florham Park was started. , It also .was the year 
the oil industry.was criticized for a crude oil pr~ce in-
crease, its handling of the oil-for-Europe program when 
the Suez Canal was closed, and a few states, including New 
Jersey, increased their gasoline taxes. These were some 
of the problems that beset management and which needed 
employee understanding. 
How did THE NEWS measure up in serving as manage-
mentts spokesman on these and other problems of management 1 s 
prime concern. Using the yardstick devised for.the content 
analysis, 8.2 per cent of the space was devoted to the 
category called management interests.6 By comparison, 9.6 
per cent of the paper was devoted to this category ~n 1956. 
How does this breakdown compare with other industrial 
publications? In an attempt to answer this, the results of 
THE NEWS content analysis were compared with one done of 
100 industrial publications by the ~pinion Research Cor-
poration in 1958. Using "clinical" judgment, the author 
assigned the classifications used in that study to the major 
categories used for THE NEWS study. See Table IV. Here 1 s how 
6. Management interest category includes: management action, 
basis of company income, costs and cost reduction, needs 
for safety, industry problems, interpretation of bene-
fit plans. 
they compare: 
100 Pubs. 
THE NEWS 
( 19 56) 
THE NEI-lS 
( 19 57) 
COMPANY-CENTERED 
Am 1 t Space Given Am't Space Given 
Management Company 
IntereSts Operations 
20 per cent 24 per cent 
9.6 30.1 
fL2 45.1 
EMPLOYEE-CENTERED 
Per Cent Of 
Total Space 
44 per cent 
39.7 
53.7 
Per Cent Of 
Total Space 
100 Pubs. 
THE NE"\.IJS 
( 19 56) 
THE NEW'S 
( 19 57) 
. 54 per cent 
60.1 
45.1 
If this is a valid comparison, THE NEWS is somewhat 
more on target than many publications in keeping employees 
posted on company activities and operations. But, by com-
parison, the Esso Research publication misses the target 
con~iderably in adequately providing its readers with those 
topics of primary concern to management. 
Is THE NEWS' balance right as far as its readers are 
concerned, however? It would seem so, as shown in the next 
chapter which covers the results of a readership survey. 
CHAPTER X 
RESULTS OF A READERSHIP SURVEY 
In the final analy.sis, reader interest is what the 
editor strives for and wh~t management pays for when it 
invests in a company publication4 For no matter what 
editorial guideposts the edit~r sets up for himself, or 
what orders are issued by management, the readers make the 
real decision on the effectiveness of the publication. 
The readership survey reported in this chapter was 
designed to determine the effectiveness of an employee 
publication as a medium of communication in an industrial 
research organization whose employee groups include highly-
trained specialists in scientific fields and employees with-
out technical backgrounds or professional training. 
Specifically, the objectives of the study were: 
l. To ascertain the degree of acceptance of' an 
employee publication by employees with scientific 
backgrounds and by those without technical train-
ing. 
2. To discover the extent of usefulness attached to 
the publication by employees with and without 
technical backgrounds. 
3~ To ascertain the effect technical and non-technical 
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backgrounds of employees have on their in-
t~rests in the contents of the employee publi-
cation. 
In a broad sense, the underlying aims of the study 
are two-fold: 
l. To provide information which will be of assis-
tance to industrial editors and public relations 
practioners concerned with the over-all editorial 
policy for employee publications of industrial 
research organizations. 
2. To provide bench marks against which publications 
of industrial research organizations may be studied 
and compared, 
With these objectives and underlying aims in mind, the 
results of the survey will be presented in seven sections. 
The first deals with employee readership and acceptance of 
the publication. 
EMPLOYEE READERSHIP AND'ACCEPTANCE OF THE PUBLICATION 
Esso Research employees read their company newspaper 
almost from cover to cover. For when a~ked how much of the 
paper is generally read, 82.6 per cent of the employees said 
they read 11everything" or "most of it" while less than one 
per cent (.7 per cent) replied they "almost never read it". 
Significant is the fact that educational backgrounds 
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and job classifications have little effect on how much of 
the publication is read. For example, Table I shows that 
18.8 per cent of the professional employees (college-
trained in scientific fields), and 19 per cent of the non-
professional employees (no college training in technical 
fields) indicated they generally read all of the newspaper. 
TABLE I 
Extent of Readership 
~ EmRloyees With and Without Technical Backgrounds 
Question: When you receive your copy of THE NEWS, 
generally speaking, would you say you 
usually read 'everything in it, read most 
of it, just skim it, or almost never 
read it? 
All Employees Professional Non-Professional 
Everything 19.1 per cent 18.8 per cent 19 per cent 
Most of It 63.5 62.2 62.9 
Total 82.6 per cent 81.0 per cent 81.9 per cent 
Skim It 16.5 17.7 15.8 
Almost Never 
Read It .7 .5 .9 
These reading habits indicate wide acceptance of 
the paper and are above average for some publications. A 
study of eight employee publications made by the Associa-
tion of National Advertisers showed that, on an average, 
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7S per cent of the employees regularly read their publi-
cation.l 
Reading habits help reveal employee-acceptance of 
the publication, but this is just one clue to the publi-
cation 1 s effectiveness. Another important measure is the 
opinions employees have of their publication. 
THE NEWS is well-liked by its readers. It 1 s "interest-
ing" to 72.1 per cent of the readers; of these, 20.1 per cent 
rate it as "very interesting" (Table II). Almost without 
exception (98.S per cent) find the paper at least flmoderately 
interestingn. And even though at the time of the survey the 
newspaper's contents leaned toward company-centered news and 
information rather than toward "lighter" material (employee 
activities), there was no significant difference between 
the opinions held by non-professional and professional 
employees as Table II shows. 
1. The Measured Effectiveness of Employee Publications, 
(New York: Asso~iation of National Advertisers, Inc., 
1953)' p. 30. 
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TABLE II 
Employees 1 General Opinions of the Publication 
Question: Thinking back over the issues of 
THE NEWS, which have appeared in 
the last year or two, what is your 
general opinion of it? 
All Employees Professional Non-Professional 
Very Interesting 20 .. 1 per cent 20 per cent 19.9 per cent 
Interesting 52 50.2 52 
Moderately 
Interesting 26.7 28.5 25.3 
Completely 
Uninteresting .5 .9 
Don 1 t Know .• 5 • 5 .4 
To cross-check employees 1 opinions, a second question 
was included which asked employees to rate the performance 
of the publication. A simple scale running from one to ten, 
with one being the lowest score and ten the highest, was 
used because it was felt this would be easily understood 
by employees and easy to administer by the interviewers. 
Table III shows that THE NEWS rates high with employees. 
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TABLE III 
Employees' Opinions of Publicationrs Performance 
Question: If you think of a scale running from 
one to ten, with one being the lowest 
score and ten the highest score, what 
score would you give THE NE'\ITS on its 
overall performance as a company news-
paper? · 
Rating Of 
27.7 per cent 9 or lO 
55.4 per cent 7 or s 
l5 per cent 4,5, or 6 
l.2 per cent l,2, or 3 
.5 per cent unon 1 t Known 
Both professionals and non-professionals gave the 
publication ratings at the upper end of the scale. By 
arbitrarily assigning numbers 9 and lO on the rating scale 
to liV"ery interesting!!; 7 and S to T1 interestingll; 5, 6 and 7 
to !!moderately interesting"; and l, 2 and 3 to llcompletely 
uninteresting", the rating scores on the paperts per-
f.ormance by both groups indicated a higher opinion of 
the paper then did their opinions expressed outright. These 
data are shown in Table IV. 
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TABLE IV 
Outright Opinions of the Publication Expressed by 
Employees Compared with Their Opinions As Indicated 
by Their Rating the Publicationts Performance 
Opinions 
vs. Ratings 
Professional 
Employees 
Very Interesting 20 
Ratings: 9-10 22.9 
Interesting 50~2 
Ratings: 7-8 62 
Moderately Interesting 28.5 
Ratings: 4-5-6 
Completely 
Uninteresting 
Ratings: l-2-3 
Dontt Know 
13.2 
.5 
.5 
Rating: Don't Know l.l 
per cent 
Non-Professional 
Employees 
19 .. 9 per cent 
31.6 
52 
50.4 
23.5 
16 
.9 
1.8 
.4 
Still another important mark of a publication's 
acceptance by employees is if they think enough of it to 
take it home to be read by members of their families. 
There was another reason for seeking this informa-
tion. It has already been pointed out that the opinions 
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employees and their families have of the company and the 
knowledge of the company they are able to impart to their 
friends influence the company 1 s community relations. Thus 
the take-home pattern and family readership of the publi-
cation is an indicator of the publication 1 s potential value 
as a public relations tool. 
THE NEWS does make its way into most of its readers 1 
homes. Among those employees interviewed, 78 per cent of 
the professional employees and 75.1 per cent of the non-
professionals carry the paper home with them, as Table V 
shows. 
Yes 
No 
TABLE V 
The Extent the Paper Gets Into Employees 1 Homes 
Question: As a rule, do you take THE NEWS home 
with you from work? 
Professional 
EmJ21.QY e e s ' 
78 per cent 
21.9 
Non-Professional 
Employees 
75.1 per cent 
The results also showed that wives of professional employees 
are particularly interested in their husbands 1 company. 
Among the 78 per cent of the professional employees who 
take the paper home, 72.~ per cent of the' readers are wives. 
Obviously, wives are an important public of the company. The 
other home readers are shown in Table VI. 
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TABLE VI 
Profile of Regular Home Readers 
Question: (Respondents who said they took the paper home 
were asked a second question., Are there any 
special members of your household who read it 
regularly? 
In Families of In Families of 
Home Readers Professional Employees Non-Professional Employees 
Wife 72.6 per cent 42 per cent 
Husband 1.7 13.7 
Children .B 2 
Parents 8.6 20.6 
Others 5.9 4.8 
Everyone .8 1.3 
No One 11.1 15.2 
NOTE: 
1. The low readership among husbands of professional employees 
is because out of the 637 women in the company only 40 
have professional job classifications. 
2. Single girls who live with their families account for the 
relatively high number .. of parent-readers among the non-
professional employees. 
In summary, it is safe to conclude that THE NEWS has 
a high degree of acceptance by both professional and non-
professional employees. The readership is high; most em-
ployees find the publication interesting, and they like it 
well enough to take it home to their families. The incidence 
of family readership indicates that the publication is a 
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potential community relations tool. 
Next, the survey results on the in~ormation value 
of the paper will be presented. 
VALUE OF THE PUBLICATION AS A SOURCE OF INFORMATION 
THE NEWS appears to be meeting its objective o~ keep-
ing employees informed. Nearly all employees (87.2 per cent) 
look to their publication for information on company acti-
vities, as Table VII shows. 
TABLE VII 
Employees 1 Opinions of Paper As An Information Source 
Question: Would you say that THE NEWS gives you informa-
tion about what goes on in the company; that 
is, the kind of information you would not 
otherwise get? 
All Employees Professional Non-Professional 
Yes 87.2 per cent 85.1 per cent 86.8 per cent 
No 10.7 13.1 8.5 
Don 1 t Know 1 1.1 1.3 
Sometimes .5 .9 
These data compare favorably with the study of eight 
publications made by the Association of National Advertisers. 
The employee publication received the most votes when em-
ployees were asked to mention the best sources of information 
about the company. Fifty-three per cent mentioned the company 
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publication; 4S per cent, group meetings; 3S per cent, 
individual talks with supervisors or ~oremen; 20 per cent, 
talks with other workers; and 13 per cent, divisional 
meetings,2 
Interestingly enough, of the 10.7 per cent of em-
ployees who ~elt THE NEWS missed the mark in providing in-
formation, So.S per cent said they read everything or almost 
everything in the paper, and 66.6 per cent take the paper 
home to ~amily members. 
Even more signi~icant, the paper is a source of in-
formation about the company ~or professional employees as 
well as for non-professionals. It might be conceivable to 
think that the pro~essional employee, because o~ his tech-
nical background and position in the company, may ~ind that 
the newspaper has less information value -- particularly 
since more than half of the paper is devoted to company 
activities. This assumption is not true. Eighty-~ive per 
cent of the professional employees, as compared with S7 per 
cent of the non-professionals (Table VII), said the news-
paper· provides information which they would not otherwise 
get. 
2. The Measured Ef~ectiveness o~ Employee Publications, 
(New York: Association of National Advertisers, Inc., 
19 53) ' p. 2$. 
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In addition to wanting to determine the extent em-
ployees depended upon THE NEWS as a source of information, 
it also was desired to ascertain how employees felt the 
employee publication compares with other communication 
efforts in the company. Table VIII shows that THE NEWS 
is the only source of company information as far as nearly 
half (48.1 per cent) of all employees are concerned. 
TABLE VIII 
Comparison of Employee Publication As 
Information Source With Communication Efforts in General 
Question: Apart from the newspaper, do you feel that the 
company gives you enough information about what's 
going on? 
All Employees Professional Non-Professional 
Yes 50.7 per cent 52 per cent 49.4 per cent 
No 48.1 46.2 49 
Don 1 t Know 1.2 l.l 1.3 
Of those employees who felt that information from 
other company sources is inadequate, 82.5 per cent said the 
newspaper does keep them informed. 
They also tend to read the newspaper more thoroughly 
as compared with all employees. 
Read Everything 
In THE NEWS 
-95;;:,. 
Employees With 
Negative Feelings 
Towards Company's 
Communications Efforts 
34.3 per cent 
All Employees 
19.1 per cent 
Summarizing THE NEW8 1 effectiveness as an information 
source, the publication measures up well to its objective 
of keeping employees informed. It would appear that employees 
depend upon THE NEWS for information and that it is recog-
nized as a prime medium of communication. 
Equally important in measuring the effectiveness of 
the employee publication is to know the role it plays as a 
source of reference for employees. Such information helps 
reveal the usefulness of the publication to employees and 
possibly to the company 1 s public relations. The question 
in the survey concerned with this aspect is discussed next. 
VALUE OF THE PUBLICATION AS A REFERENCE 
The employee publication does help employees to be-
come the company 1 s »good will ambassadors" since it apparently 
helps provide information employees need for answering ques-
tions from outsiders. This is evidenced by the fact that 
67.6 per cent of the employees quizzed said they have re-
ferred,to their company publication in conversations with 
friends and neighbors. 
Yes 
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TABLE IX 
Extent Publication Helps Employees 
Answer Questions About Company From Outsiders 
Question: Do you recall whether from time to 
time you have referred to something you 
read in THE NEWS in conversations with 
friends or neighbors? 
All Employees Professional Non-Professional 
67.6 per cent 60 per cent 71.9 per cent 
No 30.6 36 25.7 
Don 1 t Know 1.8 2.8 .9 
Table IX further shows that non-professional employees 
tend more to use the publication as a reference than do pro-
fessional employees. This is an important finding. Because 
of the supporting role most non-professionals have in the 
company and because of their limited technical backgrounds, 
the non-professionals have fewer opportunities to know and 
understand many aspects of a scientific company 1 s work. 
Apparently, the company publication can help fill that gap. 
It becomes increasingly clear that the publication 
which keeps employees up to date on the company 1 s opera-
tions, plans and problems can be a useful tool in the com-
pany 1 s overall public relations. 
~----------------------··----........­~,· 
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EFFECT LENGTH OF SERVICE HAS ON READERSHIP, 
ACCEPTANCE AND USEFULNESS OF THE PUBLICATION 
Thus far the data have been looked at from the 
standpoint of all employees plus professional and non-
professional employee groups. While the reactions and 
opinions of the professionals and non-professionals were 
of prime interest in the study, it also was of interest 
to learn if length of service with the company had any 
influence on the acceptance and usefulness of the pub-
lication. Table X shows th~t company service has rela-
tively little effect on these four major points: (1) 
opinion of the paper; ( 2) the amount that t s read; ( 3) 
the take-home pattern, and (4) the usefulness of the 
newspaper as a source of information in answering questions 
from persons outside the company. 
''I 
-
(- :e 
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TABLE X 
Effect Length o:f'~~Se1'~Y~Q-~_l:I:~L~on Readers~ 
AcceRtance and Usefulness of the Publication 
Length of Service 
Less 
Than 1-5 6-10 11-15 16-20 21-25 26-30 31-35 Over 
1 Yr. Years Years Years Years Years Years Years ]6 Years 
Opinion of PaRer 
Very Interesting 14.5% 13.4% 23.5% 26.1% 30.4% 26.3% 20% 40% 20% 
Interesting 57.7 49.1 58.8 50.7 50 36.6 70 40 40 
Mod, Int. 27.7 37.2 17.6 20 17.3 36.6 10 20 20 
Completely 
Uninteresting - - 1.5 2.1 
Don1t Know 
- - - - - - - - 20 
Amount Read 
Everything 22.2 14.4 29.4 15.3 17.3 21 20 20 40 
Most Of It 56.6 79.6 52.9 70.7 54.3 63.1 80 60 20 
Skim It 21.6 12.7 17.6 13.8 26 15.7 
-
20 20 
Never Read It - 0,8 - - 2.1 - - - 20 
Take-Home Pattern 
Yes 67.7 72.2 73.5 7 3.8 78.2 64.~. 80 100 80 
No 32.1 23.8 26.4 26.1 21.7 33.5 20 - 20 
Refe~ence Source 
Referred to paper in 
conversations with 
outsiders 
Yes 67.7 65.2 57.5 76.9 63 78.9 70 80 60 
No 30 33 39.5 23 32.6 21 30 20 40 
Don 1t Know 3._3 1.6 3 - 4.3 
-99-
The data were analyzed in a number of ways to see 
what, if any, trends were indicated. One method used was 
to add the percentages of the most favorable answers in 
each length-of-service category. The thought was that 
the higher the total percentage, the higher the degree of 
acceptance by that particular company service group. No 
trend was revealed; all totals were relatively close 
together as the following results show: 
Length of Service 
Less than 1 yr. 
l-5 yrs. 
6-10 yrs. 
11-15 yrs. 
16-20 yrs. 
21-25 yrs. 
26-30 yrs. 
31-35 yrs. 
36 yrs. and over 
Total Percentages 
172.1 
165.2 
183-.9 
192.1 
188.9 
189.3 
190 
240 
200 
The high totals at the 31-35 and 36 and over cate-
gories are more likely due to the small number of employees 
in these two categories. In the 31-35-year group, only 
five employees fell into the sample; in the 36-year and 
over, only five employees were included. 
There is a slight temptation to conclude that new 
employees (employees with five years or less) are not as 
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interested in their company publication as are employees 
who have been with the company for a longer period of time: 
Less Than 1-5 Yrs. All 
Attitude Toward Paper 1 Yr. Service Service Employees 
% who feel paper 
is 11 very interestingtt 14.5 13.4 20.1 
But referring to Table X, it is shown that when it 
comes to reading "everythingn in the paper, the less-than-
one-year service group (22.2 per c~nt) is topped only by the 
6-10-year group who .said they read "everything." Over-all, 
19.1 per cent of all employees said they read "everything." 
Also, it would seem employees with fewer years 1 ser-
vice are less inclined to take the paper home as compared 
with all employees: 
Less Than 
1 Yr. Service 
% who take paper home 67.1 
1-5 Yrs. 
Service 
72.2 
All 
Employees 
76.4 
But these same employees apparently find the publi-
cation useful in answering queries they get from outsiders: 
% who have referred to 
paper in conversations 
with others 
Less Than 1-5 Yrs. All 
1 Yr. Service Service Employees 
67.7 65.2 67.6 
- It would appear that regardless of the slight differences, 
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length of service has little over-all effect on the re-
ception the company publication is given by employees. 
SOME CLUES TO THE EFFECTIVENESS OF EDITORIAL BALANCE 
The importance of editorial balance was discussed 
in Chapter IX. That chapter also stressed the importance 
of balancing the contents of the publication so that the 
various interests and information needs of employees -
regardless of their company roles or educational back-
grounds - be served. Some editors might question the read-
ership-interest of the publication in which more than half 
of the space in the publication is devoted to company in-
formation. However, this balance is about right for employees 
of an industrial research organization, according to the 
survey results. 
One question was specifically designed to discover 
if professional and non-professional employees had an equal 
opportunity to get their names in the paper. The answers, 
it was felt, would reveal whether the newspaper uncon-
sciously leaned more toward the activities and interes~ of 
one group or the other. 
THE NEWS is in balance on the employee recognition 
score. The data, shown in Table XI, show that recognition 
in the publication is shared equally by professional and 
non-professional employees. 
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TABLE XI 
Extent Individual Recognition Is Provided 
Professional vs. Non-Professional Employees 
Question: Offhand, do you remember Hhether THE NEWS 
has printed anything about you in the time 
you 1 ve been a reader of it? 
Professional Employees Non-Professional Employees 
Yes 61.7 per cent 60.1 per cent 
No 37.7 35.7 
Don 1 t Know 2.7 
Another criterion for determining the effectiveness 
of balance would be to learn how employees feel about the 
amount of coverage the publication gives the activities of 
their own divisions. 
It has been mentioned that Esso Research has 20 
divisions and that the work of each is highly specialized. 
Some divisions easily umake newsn because of the nature of 
their research work. Others, partiDularli administrative 
and service-type units, are less likely to make headlines. 
However, the publication 1 s job is to help employees gain 
insight on where their division and the others fit into the 
company 1 s total effort. In the beginning THE- NEWS· staff, 
in an effort to give equal treatment to divisions, mea-
sured the inches devoted to each and kept a running record 
of the results. When one division seemed to fall behind, 
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extra efforts· were directed toward it. 
The 1957 survey indicated that the publication is 
achieving a satisfactory balance on its coverage of division 
activities. Table XII shows that 59.9 per cent of the 
employees are satisfied with the coverage given their divi-
sian. 
TABLE XII 
Degree of Employee Satisfaction With 
Newspaper 1 s Coverage by Divisions in Company 
Question: Is it your feeling that your division gets 
too much coverage in THE NEWS, about the 
right amount, or too little coverage? 
All Employees Professional Non-Professional 
Too Much l per cent l.l per cent .9 per cent 
About Right 59.9 63.4 56 
Too Little 36.8 33 3EL9 
Don 1 t Know 5.3 1.7 1.8 
To further check editorial balance, the survey in-
eluded a question which dealt with the contents of the pub-
lication by subject ma~ter. Employees were asked to mention 
activities or subjects which, in their opinions, were over-
emphasized in the publi~ation. Table XIII shows that 70.1 
per cent of the employees reported none. 
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TABLE XIII 
Degree of Employee Satisfaction With 
Newspaper 1 s Coverage by Subject Matter 
Question: Are there any items in the paper or activities 
in the company which - in your opinion - receive 
more than their fair share of attention in THE 
NEWS? 
All Employees Professional 
Yes 22.9 per cent 29.1 per cent 
No 70.1 62.8 
Dontt Know 5.3 6.2 
Non-Professional 
17.6 per cent 
74.6 
4 
Those employees who answered "yes" were asked to 
mention the items which they felt were given too much play.3 
Interestingly enough, only six subjects were mentioned by 
more than 10 per cent of those employees mentioning sub-
jects as over-emphasized. These data are covered in the 
next section and on Table ~IV~. 
In general, however, THE NEWS 1 editorial balance is 
right for its readers on the major counts: (l) employee 
recognition, (2) scope of company operations, and (3) 
scope of company and employee activities. 
3. Respondents were not shown a check list; answers were 
collected by unaided recall. 
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READER INTEREST 
One way to learn where reader-interest lies and to 
uncover clues which may help editors to plan £or greater 
employee support o£ the publication is to study the kinds 
o£ subject matter employees reject in their publication.4 
Undoubtedly, there is a drag on reader-interest i£ certain 
subj~cts or activities, in the readers' opinions, receive 
more than their fair share of play in the publication. An 
examination o£ the subjects employees mentioned in the 
survey as over-emphasized revealed valuable in£ormation -
especially £or editors of publications sponsore~ by in-
dustrial research companies. 
The survey showed that there is a corollary between 
reader-interest in certain subjects and the readerts company 
role and training. For example, for every 30 non-professional 
employees who mentioned "company developmentsn as being 
over-emphasized in the newspaper, only one pro£essional em-
ployee - whose primary work goals and training are geared 
to technical activities £elt the same way. Women - 36 per 
4. The negative approach was used to prevent respondents 
£ro:rn giving answers they thought THE NEWS would want to 
hear rather than what they, the respondents, really 
thought about the newsp?per. As a result, the respon-
dents, hope£ully, gave care£ul consideration to their 
answers. 
~~--------------------------........ ...-
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cent of them - voted against an educational series on 
petroleum technology, whi~e only S per cent of the men ex-
pressed this same feeling. Table XIV and XV detail the 
findings. 
TABLE XIV 
Relationship Between Reader-Interest of Certain Subjects and 
Reader 1 s Company Role and Training 
As Indicated by EmplQYees 1 Opinions of Over-Emphasized Subjects5 
Name of Subject 
Over-Played 
Over-A.ll 
Opinion 
Professional 
Employees 
Non-Professional 
Employees 
Suggestion Program 42.2 per cent 47 per cent 35.6 per cent 
Company 
Developments 
Hobby Features 
Personal Items 
Talks, Speeches 
Company Meetings 
14.4 
15.5 
13.3 
ll.l 
4.4 
1.9 
21.5 
13.7 
9.S 
30.7 
7.1 
12.5 
12.5 
10.2 
Other subjects mentioned: Advertisement column, annuitants 1 
activities, employee clubs, construction, exeeutives, Jersey 
Standard and/or affiliates, Operations Analysis, patents, 
promotions, retirements, service anniversaries, sports, 
5. Only those items which were mentioned by at least 10 per 
cent of the respondents are listed since less than one-
fourth of all employees interviewed felt there was an 
imbalance in some area of activity. 
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training. 
An explanation of the ftt~ms most frequently mentioned 
by employees as over-emphasized helps clarify the effect 
company roles and technical training have on employee in-
terests. 
Sug~tion Program: It primarily focuses on non-
professional employees who receive cash awards for work im-
provements devised for their own jobs or company operations. 
1fuile professional employees may participate, very few do. 
They are more likely to work toward securing patents. 
The over-all high percentage -- 42.2 per cent, the 
largest category of any mentioned -- may have been in-
fluenced by the fact that when the survey was conducted more 
than the ··usual ?.umber of suggestion program stories were 
being run. This viaS because the company committee con-
cerned with this activity was meeting frequently to whittle 
down a large back log of suggestions. 
Company Developments, Talks and Speeches, Company 
Meetings: These items are related directly to the activities 
and responsibilities of the company's scientists and engi-
neers. Non-professional employees carry a supporting role 
in company developments and hardly ever give talks or speeches; 
likewise, their attendance at company meetings is spotty. 
Hobbies, Personal Items: Because professional em-
ployees have more opportunities to be mentioned in THE NEWS, 
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the editors often select non-professional employees as sub-
jects for these features. This is done to equalize in-
dividual recognition and stimulate reader interest. The 
practice may account for the wide difference between the 
professional group of.which 21.5 per cent said hobby features 
are over-emphasized and the non-professional group of which 
only 7.1 per cent said stories of this type are over-empha-
sized. A check on the .newspaper backs up this conclusion. 
In 1956, features on unusual activities and hobbies were 
done on nine professional employees and 15 non-professional 
employees. The score was nearly the same in 1957: seven 
on professional employees and 16 on non-piofessional em-
ployees. 
READERSHIP OF DIFFERENT FEATURES 
Another approach used in the study to ascertain reader 
interest and to evaluate the newspaper 1 s contents was to show 
respondents a chart picturing seven types of features which 
appear in the newspaper. 
Question: Of these types of stories which appear 
more or less regularly in THE NEWS, 
which two are personally the least 
interesting to you? 
The results, shown on Table XV, may be interpreted 
as follows. 
e e e 
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TABLE XV 
Reader-Interest As Revealed When Readers Select Two Features 
Which, In Th_E:)ir__Q-Qinions, Are 11 Least Interesting~' 
TyJ2e of Feature 
l 2 3 4 5 6 7 
Explanations 
Personality Sports Unusual Of Scientific News About Advertising Industry 
Profile Activiti~ Hobbies ToJ2ics Peo12le Program 
All Employees 21.1% 32.1% 10.7% 16.5% 3.8% 10.7% 
Professional Employees 16.5 42.8 12 8.5 2.8 11.4 
Non-Professional 
Employees 23 23 9.5 22.6 4. 5 9.9 
Men 22.3 36.3 10,2 8.7 5.1 12.4 
Women 19.7 24.3 12.6 36 .9 6.3 
Note: This table should be read as follows: The low percentage indicates that the feature 
heading the column is the Least Uninteresting. Therefore, this can be interpreted 
to mean that the lower the percentage, the higher the acceptance of and interest 
in the feature. 
~~ 
• 7% 
l.l 
.4 
1.9 
l; 
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News About People, Column 5 on Table XV, staccato-
type ne~o1s items covering _human interest incidents and em-
ployee activities, was selected by only 3.S per cent of 
the employees as the least interesting.6 Industry News, 
Column 7, news briefs on developments in the oil industry, 
was chosen by only .7 per cent as the least interesting. 
The lovr number of votes received by these two categories 
suggest they are among the more popular items in the publi-
cation. Apparently, people like their news served in cap-
sule form. They also are interested in keeping up to date 
in the oil industry and their colleagues 1 activities. 
This also was found to be true in a study conducted 
by the National Association of Advertisers. Dravo Bids, 
a feature in the employee publication of Dravo Corporation 
covering short items on industry news and business develop-
ments, was read in toto by S3 per cent of employees. 7 That 
6. The data on News About People correlate with data on 
Personal Items on Table XIV. Employees who felt the' 
publication over-emphasized certain activities and those 
13.3 per cent who specifically mentioned Personal Items 
represent 3 per cent of the total number of employee 
interviewed. This compares with 3.8 per cent of the 
total group which picked News About People as the 
least interesting. 
7. The Measured Effectiveness of Employee Publications, 
(New York: Association of National Advertisers, Inc., 
1953)' p. 53. 
'llr'' 
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study also revealed that at least 90 per cent of the em-
ployees who looked into the publication at all read at least 
some of the items covering the company or extra-curricular 
activities of employees. 8 
The findings on the Industry News feature, which is 
a digest of news from current oil industry trade journals, 
clarified misconceptions for the editors and the Publication 
Advisory Committee. From time to time the staff and committee 
members had questioned the worth and readership of that fea-
ture. It was felt that since trade journals are widely 
read by many people, particularly among professional employees, 
THE NEWS 1 feature was of marginal interest. Howeve·r, the few 
votes it received as least interesting (less than one per cent) 
indicate the column must be popular with employees, profession-
als as well as non-professionals. 
Column 2, Sports Activities,· and Column l, Personality 
Profiles were not as popular with employees as the editors 
had thought they would be. The sports articles cover the 
bowling activities of the company leagues; the Personality 
Profiles attempt to tell the life story of an employee. 
But features on Unusual Hobbies, Column 3, in general seemed 
8 • Ibid . , p • 4 7 . 
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to appeal to employees.9 
Referring to Column 4, Explanations of Scientific 
Topi~, this feature which attempts to add to employee 
understanding of petroleum research by interpreting techno-
logy, appeals to men and professional employees, but to a 
much lesser extent to women and non-professional employees 
in general. Both of these ewployee groups are less likely 
to have had the formal training in scientific theories upon 
which the feature is based -- even though every attempt is 
made to present the topic in a popular and non-technical 
style. These data show the impact of technical training 
and company role on reader interest. 
Based on the over-all results of the survey, it is 
safe to conclude that reader-interest in a publication for 
employees of a scientific company is rather closely tied 
-to employees' educational backgrounds and. company experience. 
9. Of those 23 per cent of employees who felt the publication 
was guilty of over-emphasizing certain activities, 15.5 
per cent (Table XIV) mentioned Hobbies. This represents 
3.5 per cent of the total population as compared with 
10.7 per cent who mentioned Unusual Hobbies as the least 
interesting. The explanation for these differences may 
be that in the case when employees named Hobbies as d,ver-
emphasized, they did so without guidance or aids fro~ 
the interviewers. In the other case, empioyees were' 
shown seven types of features and were specifically re-
quested to pick two which to them were the least in-
teresting. 
~·· 
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However, because ~he nature of the work of a scientific 
company requires an almost equal number of technically 
trained personnel and personnel with. skills in specific 
trades, the publication which leans toward the companyts 
activities, its technology and problems can attract and 
hold reader-interest and is accepted by employees as a 
valuable and reliable source of information. 
CHAPTER XI 
CONCLUSIONS AND RECOMMENDATIONS 
Summary and Suggestions for Scientific Company Publications 
One of the purposes of this study has been to make 
available to industrial editors and public relations prac-
tioners useful information on the practices and measured 
effectiveness of employee publications in general and parti-
cularly those published by industrial research organizations 
whose employee groups tend to have diverse company roles and 
training. 
Few developments in modern business, particularly 
since World War II, have attracted as much interest and con-
cern as the matter of communicating with employees. And of 
all the media used today for achieving the objectives of an 
effective communications program, time and experience have 
shown that the employee publication most closely meets the 
immediate and long-range requirements. 1 Part of the employee 
l. At the present time the majority of employee publications are 
magazines. Sixty-three per cent, according to the 1956 study 
by the International Council of Industrial Editors. The 
January, 1959, issue of Personnel Journal contains this rather 
startling statement: n .the days of the slick, expensive, 
hard-to-put-together house magazine are numbered. It smacks 
of paternalism and 'canned Chauvinism.' Most important of 
all, because of the time lag be~ween its inception and dis-
tribution of news, it loses much of its effectiveness and 
interest.n Taken from Uet6. by the editors,'' Industrial 
Editor, (Los Angeles: Vol. III, No. 2, February, 1959), p. 14. 
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publication's effectiveness is its adaptability in presenting 
the sometimes complex material necessary to meet the basic 
objectives of employee communications. It has the edge on 
other forms of communications because of its ability to 
convey a large volume of information regularly, accurately 
and simultaneously to all members of the organization. 
In a sense, the industrial journalist for a scientific 
company has a job unlike most others in the field of in-
dustrial editing. His communications task is not oriented 
to encouraging top employee performance in terms of easily 
identifiable goals of production figures, ·sales or profit 
yields. His communications efforts are, of course, geared 
tb top employee performance. But top performance in a 
scientific company deals with highly specialized work and 
complex technology; ideas are the production figures and 
improved scientific methods, the measure of sales ability 
and profit yield. His publics are company units often so 
imbued with their own specr~fllz ed projects that they may not 
always have the background or the opportunity of knowing 
what other units are doing. His readers are specialists, 
be they chemical engineers or mechanics. Each has a special-
ized role and specific interests that need to be related to 
the total fabric of the company 1 s operations. 
Like all industrial journalists, the job of the editor 
of a scientific company's employee publication is one of 
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keeping employees up-to-date on the activities of the com-
pany and the achievements of employees, of explaining the 
company's policies and of interpreting its problems and 
economic structure. He also must help some employees to 
better understand the technology that guides the company's 
work without insulting the intelligence of others. But 
his unique responsibility is helping to unify the special-
ized functions and operations which exist in a scientific 
company so that employees, regardless of their training or 
jobs, identify with the company 1 s over-all goals. Often-
times, the company publication is one of the few p~aces 
where all the company's threads can be tied together for 
all employees, and it is. probably the only. place where it 
can be done on a regular basis. 
This is not an insurmountable task. This study has 
shown that, guided by objectives clearly focused ~n·the 
organization's goals, the employee publication of a scienti-
fic company can effectively help serve the communication 
needs of employees and the company. It has shown that an 
editorial balance that leans more toward the company's ob-
jectives and operations achieves employee-acceptance and 
maintains reader-interest, even though employees have 
heterogenous jobs and training. 
The study also has shown that.reader-interest is 
rather closely tied to employees 1 educational backgrounds 
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and company experience. This is an important finding for 
it shows that editors need not depend upon hunches for 
tailor-making their publications to their audiences. It 
suggests the value of looking for advice and suggestions 
from those in the organiza.tion, management and employees 
alike, who from experience may know the audience of readers 
better than the editor knows them. It also suggests the 
importance of maintaining and building contacts with as 
many employees as possible to discover what interests and 
impresses them. Thus the editor is better able tD plarl 
his goals and achieve the kind of editorial balance that 
serves the interests of all employees and the company. 
A word of caution -- employee publications, as 
effective as they may be, a~e not the answer for all em-
ployee relations ills. A variety of media are needed for 
a well-integrated communications program. The job of the 
publication editor and management is to recognize what the 
publication can do and what it cannot do. 
The employee publication is a potent public relations 
tool. It can effectively contribute to the company's com-
munity relations both through employees and their families 
as well as through distribution to key groups in the community. 
Because this study has shown that employees do use information 
from their publication in contacts with outsiders, it suggests 
that editors can use the publication to stress those points 
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the company wishes to get across to the public. Also, the 
publication provides a forum for furthering the companyrs 
public relations objectives, both with employees and in the 
community. 
This study also revealed weaknesses in the effective-
ness of employee publications. Never before has the need 
for fostering employee understanding of the economic prob-
lems facing the corporate enterprise been as great. And 
yet, THE NEWS, like most publications neglects this im-
portant area. Studies have shown that employees look to 
their publication to keep them posted about the company and 
to provide information they can 1 t get from other sources. 
For these reasons the company publication is ideally suited 
for interpreting company problems. However, authorities 
also agree that the information will miss its mark unless 
it is linked to the employees' experiences. An audience-
geared subject is half the battle. From then on whether 
employees read and absorb the ideas depends on the skill of 
the editor. 
vlliat lies ahead for employee publications? All signs 
point to a new era of industrial publishing. Publications 
which once contained little more than office chit-chat and 
gossip are giving way to publications that rival outside 
newspapers and magazines in content and appearance. The 
employee publication is rapidly becoming a major medium in 
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our adult education system. While many companies are cur-
rently paring costs and budgets, in most cases employee 
communications budgets have not been cut. During business 
recession in l95B, less than one-third of 20 companies 
contacted by the Opinion Research Corporation trimmed their 
employee communications budgets.2 The present concern is 
not how to do less communicating with smaller budgets, but 
how to get a far better job done on the most pressing prob-
lems management has to cope with.3 
In conclusion, the literature covered in making this 
study and the reported experience of an employee publication 
published by a s~ientific company suggest eight editorial 
guideposts for making employee publications effective --
be they publications for manufacturing companies, sales 
organizations or those serving industrial research organ-
izations. 
Guideposts for Making the EmQloyee Publication More Effective 
l. Define in writing, the purpose and objectives of the 
publication for the editor's continuous guidance and to 
2. Better Executive Strategy on Employee Communications, 
(Princeton: Opinion Research Corporation, September, 
19 58) ' p. 2. 
3 . Ibid • , p • 2 • 
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remind management of its responsibility to use the pub-
lication effectively to explain and interpret the business. 
2. Formulate policies which provide the proper framework for 
functioning in terms of both management 1 s goals and em-
ployee interests. 
3. Evaluate the performance of- the publication on a regular 
basis to determine if reader ~nterests are being met and 
management 1 s interests are being served. 
4. Review the objectives of the publication periodically to 
determine if its objectives are keeping pace with sh~fts 
which have occurred in management 1 s thinking and company 
policies. 
5. Plan ahead to maintain the kind of editorial balance of 
contents which assures meeting major objectives and allows 
flexibility for special events and materials. 
6. Keep in touch with readers to determine their likes and 
dislikes, concerns and interests. 
7. Present and interpret facts about the company by associa-
ting them with everyday situations familiar to employees. 
8. Seek ways to utilize and maximize the public relations 
potential of the publication, both internally with em-
ployees and externally with publics important to the 
company. 
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TABLE I 
COMPARISON OF TOTAL UNIVERSE WITH SAMPLE BY STRATA 
Strata Total % of No. to be % of 
(Co. Divisions) Pop. Co. P~ Interviewed Sample 
Chemical Development 34 
Chemicals Research 227 
Comptroller 1 s 82 
Construction Engineering 318 
Design Engineering 324 
Employee Relations 47 
Engineering Coordination 45 
Enjay Labs 88 
General Administration 77 
Medical 14 
Medical Research 22 
Patent 85 
Petroleum Development 49 
Planning Engineering 189 
Process Research 447 
Products Research 526 
Service 210 
Technical Information 64 
Treasurer 1 s 83 
1.15 
7.68 
2.76 
10.43 
10.97 
l. 59 
1.52 
2.98 
2.26 
0.47 
0.7 4 
2.87 
1.65 
6.40 
15.14 
17.81 
7.11 
2.16 
2.81 
6 
37 
13 
53 
47 
8 
7 
13 
13 
2 
4 
14 
8 
35 
77 
90 
36 
11 
13 
1.22 
7.8 
2.66 
10.87 
9.63 
1.64 
1.42 
2.66 
2.66 
0.41 
0.82 
2.87 
1.64 
7.18 
15.81 
18.48 
7.39 
2.25 
2.66 
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TABLE :II 
COMPARISON OF TOTAL UNIVERSE WITH SAMPLE BY SUB-STRATA 
Professional Non-Professional 
Strata LUniverse % Sample LUniverse % Sample 
Chemical Development 76.47 83.33 23.52 16.66 
Chemicals Research 47.13 47.83 52.86 54.05 
Comptrollerrs 30 .Lt.8 30.76 69.51 69.23 
Construction Engineering 54.71 64.15 45.28 35.84 
Design Engineering 74.38 72.34 25.61 27.65 
Employee Relations 44.68 50- 55.31 50 
Engineering Coordination 62.22 57.14 37.77 42.85 
Enjay Labs 50 53.84 50 46.15 
General Administration 28.57 30.76 72.72 69.23 
Medical 21.42 78.57 100 
Medical Research 59.09 50 40.95 50 
Patent 40 42.85 60 57.14 
Petroleum Development 69.38 75 30.61 25 
Planning Engineering 73.01 77.11 26.98 22.85 
Process Research 35.79 40.26 64.20 59.75 
Products Research 36.50 38.88 63.49 61.11 
Service 0.47 99.52 100 
Technical Information 48.43 45.45 51.56 54.54 
Treasurerfs 26.50 23.07 7 3.49 76.92 
--
e ; 
~--:--~-~~;·.:~_~::_. ---~-~:-~:~:Wft~¥~~~-:...-·~-. 
·- .. : ·. 
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TABLE- $II 
EDITORIAL GUIDEPOSTS USED TO ANALYZE 
THE C ON;TENTS: OF tt THE NEWS tt -
Company-Centered 
I 
·----~-
I 
I Management Interests 
I . --
_G ompany Op erat :lo:as 
r ..,.~;(->. l ·:···, ,• 
Management Actions New T echnica:L D~yie:fiil.~"e,)ll,~t;s 
Oarr e;nt C.b.a!lges _ ·• _:;;.~1;-:;;:->,, __ . _ 
Future Pla~s _-- _ ··'>'; -;;'"'; --~­
Role 0.£' Q \Dmpany Un:t-if:s- . • 
Interpreting Technical Subjects 
Basis ef Company Income 
Costs and Cest Reduction 
Needs f'or $af'ety 
Industry Problems 
Interpretation of Benefit Plans 
Employee~Centered 
Servipe Anniversaries 
Retir'ements 
Promotions 
Transfers 
Patent Awards 
Suggestion Program Wirrners 
Papers, Articles Speeches py 
Employees 
Appointment to Outside Offices 
Honors, Awards 
Personnel News . 
Social and Sports Events 
Advertisement Column 
· .. -~ ., . 
, 
~; 
-
e ;. 
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TABLE JIV 
·' 
RESULTS OF CONTENT ANALYSIS OF 100 PUBLIOATlONsl 
WITH ITS CLAS.SIFICATIONS ASSIGNED TO ·MA.J0.1L_CATEGORIES ,OF THE NEWS STUDY 
MANAtEMENT 
INT ERIDS·T S 
.Q.QM~l.::Q]!~~ 
Am 1 t Space 
__ Giv§.Q__ 
COMP~NY 
OPERATIONS 
EMPLOYEE-CENTERED 
Am't Space. -l· 
_ __:::G-=i v en · 
Am 1 t Space 
Given 
Safety to Health 
Co, as Part of ·Its 
Industry 
Financial Reports 
Policies and Aims 
Economic Freedom 
Productivity 
Employee Be~efits 
Indlvidua1 Freedoms 
4 per cent Product Stories 
3 
3 
2 
2 
2 
1 
Plant C ommunit ie s 
Institutional 
.Advertising 
Go, Jl:xpansion 
Business Outlook 
Contribution to 
Defense 
Research 
ll per cent Personal and 
Social·News 21 per cent 
4 
3 
2 
.l 
1 
l 
· . .; 
Emplotyees, Pro-
motions, Awards 17 
Recreation and 
·Spo:t?.ts 9 
Dept, News 7 
l Management Functions l 
.. ~. 
; , ·Ta'kes l 
. ~.-' 
!§:: ~ . .ii~>'"xl, 
;~;~ !" 
I·' 
..,~ 
,, /'. 
~: 
Ga'l'l,ital ·. 
'.... :· ·.;·~~r .... ·.:-.... ~. l lj, ·<. -,---. 
.TGTAL 20 pe:J:' ce·nt 
l .. i 
(":. 
.!' 
~~ 
24 per c'Efr:rt 
·:,.· 
.. 
54 per e.e:ht 
iNG)te: The categories used in T-HE NEWS 1 eon tent analysis· are. in capitals. 
l. · ~etter Business Strategy on Employee Communications, (Princeton: The Public Opinion Index 
.... ,~ - -- -,,-, . .-.~\ - ~ 
~~: 
··~:?'~ 
.. cr" ~~, 
'\ •F<~. /~·~ 
l 
'J 
~ 
\ 
.. · 
j 
..-; 
.j 
I 
\ 
. ~ 
., 
' 
'I 
i 
I 
. i 
,.~ 
I 
i 
. j 
_;:; <.;.~..,,,_,J, 
< 
l 
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ILLUSTRATION 1 
PUBLICATIONS ADV~8RY COMMITTEE 
The Publications Advisory Committee, shown on the next page, 
helps establish policies, serves as·a sounding board ror 
ideas and acts as a listening post to informally gather and 
r'eport employees 1 opinions of the paper to the edit0rs. 
Representation on the cmm~itte~ ine~udes the assist~n~ ~ 
directors of Public Relati-ons and Employee Relati.g:i·s:~'::-th·~ -~· 
pre:;lident of the empl0yee uni~n-, the business man:~g.-~:~(~if:~;.@fi& 
three of the company 1 s research divisions. Three rri'efu'b.$£~ · · 
have teel:J.nica.l backgrounds. The ei~:y-.ma:n committee· mee1is 
periodically rather than on a regul~ basis. 
'. 
\ 
· ... ·. 
·-~ 
. .. 
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ILLUSTRATION 2 
DIVISION PROFILES 
Division Profiles are two-page spreads which describe in 
depth a division 1 s activities as related to the activities 
of other divisions and the company's over-all operations. 
The purpose of these articles is. to give employees a better 
understanding of the work each division does. 
Reprints of the Profiles have been used by divisions for 
orienting new employees and as an aid in talking with 
po~ential job candidates. 
Examples follow. The first, headlined 11 Co. 1 s Business Is 
Its Business,u covers the activities of two divisions now 
known as Treasurer's and Comptroller's. To explain to 
employees the operations of the company's finances, this 
profile was planned to follow a few issues after a news 
story which had reported the make-up of the company's 
balance sheet. 
The second example, 11They Help Develop Processes," covers 
two divisions, Petroleum Development and Chemicals Develop-
ment, whose work seldom make headlines and are least known 
and understood by employees in general. 
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Cost for Benefit Plans 
To Hit New High in '56 
The money the company pays out for employee benefits 
Tufts Teaching will hit an all time high this year By the end of December, 
Work Methods Esso Research will have spent more than $7,200,000 to 
finance the benefits package. 
To Comptroller's This is almost 13 per cent higher than last year when 
Comptroller's Division last week employee benefits cost the com-
launched a short-course in the pany approximately $6,400,000. McLean in New Job 
principles of work simplification The 1956 outlay is in addition 
for 63 employees. In all, three to salary payments employees re-
classes have been set up. ceive for time on the job. For 
Craig Tufts, who took Professor every $100 paid in salaries this 
Mullee's work methods course as year, Esso Research will put out 
well as the ten-week course offered an additional amount for benefits 
supervisors earlier this year, has that tops $40. 
coordinated the project and is Total contributions to the ac-
teaching all three classes. counts of Thrift Plan members 
British Labs 
List Changes 
Esso Research Ltd.'s Don Mc-
Lean who was in Products Re-
search for a year's rotational as-
signment during 1954-55 has 
been appointed to the newly-cre-
ated position of assistant manager 
of the British affiliate's Laborator-
ies Department. 
SPACE-SA VJNG FILES. In Products Research's file room, 
space and steps are being saved with vertical open-shelf files for non-
confidential material. Change from file cabinets to shelves will be 
completed early in 1957 Three six-foot long sections like one above 
have already replaced 30 cabinets and occupy 64 sq~are feet instead 
of 112. Material Pat Dean is reading is now within easy reach. With-
out moving, Pat has access to same amount of material which before 
required walking as many as 15 feet to one of ten cabinets. 
Meeting once a week at the both as regular contributions and 
Esso Training Center, each class this year's additional contribution 
will have a total of four two-hour will account for more than $2,-
sessions. Craig says particular at- 100,000. A large part of this total 
tention is being given to the use is due to the company's recent an-
of the flow process charts. He feels nouncement that it will pay an ad-
they are a valuable tool for an- ditional contribution to Thrift Plan 
alyzing clerical work in an effort members. Amounting to an esti-
to "find a better way" for doing mated $1,565,000, the '56 addi-
a job. tiona! contribution will cost the 
The final session will be devoted company nearly 20 per cent more 
to Craig's describing the functions than the one paid last year. 
of each of the company's divisions Another major cost is the an-
plus a lecture by Service's AI Roth nuity plan. Over $2,200,000 will 
on the use of forms. go toward purchasing annuities and 
Don's new post was touched off 
by organizational changes designed 
to keep pace with the continuing 
increase in the lab's operations. 
Five other men also were given 
new appointments the first of this 
month. They are Jack Sandrock, 
who became head of the Lubricants 
Section; Barry Potter, who was 
named head of the Process Sec-
tion of the Technical Services De-
partment, and Ken Gough, who 
transferred to that section. . Doug 
Masterman and Tony Pott each 
became research group leaders. 
Time Out for Changes 
Radiation Cave 
The warning light at Products 
Research's radiation lab that 
flashes when the cobalt pipe is in 
use hasn't- been blink-ing lately. 
This is because the lab has been 
shut down to make necessary 
changes for housing a stronger 
source of radiation. The storage 
wells are being enlarged and addi-
tional shielding is 1being installed. 
Products Research's Jim Black 
says the changes will permit com-
pany researchers to handle a more 
intense radioactive source with the 
same high level of safety now 
existing in the lab. 
Slack on Program 
At first Meeting 
Of Nuclear Group 
Products Research's Jim Black 
described the company's Radiation 
Lab at a symposium a week ago 
Tuesday held by the New York 
Chapter of the American Nuclear 
Society. 
The Tuesday meeting in N.Y.C. 
marked the first time the New 
York group has met. The society 
is a new organization which was 
set up about a year ago. 
More than 75 persons from in-
dustry and nearby universities 
heard Jim and eight other men 
discuss the existing radiation fa-
-- cffitieSin the metropOTitan area. -
45 in Treasurer's 
Shut Down Completing Course In Work Methods 
The present Cobalt-60 source Today marks the end of the 
measured approximately 3,200 cur-
short course in work simplification ies when it was installed a year-
and-a-half ago. Its intens-ity is n~w principles employees of Treasurer's 
around 2,600 curies since the co- have been aking part in !or the 
past three weeks. 
halt pipe's strength decreases with Some 45 employees have been 
time. 
meeting at the Esso Training Cen-
Until the recent shutdown, the ter for three sessions of one-and-a-
source has been in use 88 per cent half hours each. 
of the time on a seven-day, around- "Ace" Ells, who until this sum-
the-clock basis since last January. mer served on the operations an-
Three divisions Products Re- alysis study group, instructed the 
search, Chemicals Research and course. In all, three classes were 
Process Research have used the set up. 
radioactive source for their studies. Using films, other visual aids 
A carefully coordinated pro- and roundtable discussions, Ace 
gram by the divisions was develop- covered the objectives and pur-
ed to get this high rate of utiliza- poses of work simplification. Em-
tion from the facility, according ployees put their ideas to work by 
to Jim. analyzing some phase of their own 
He also reports that experience jobs on flow process charts to see 
has shown that the heavy concrete where they might streamline their 
construction used in the cave has 
1 
activities. 
provided safe working conditions. 
At no time, he explains, have ESSO TRAINING CENTER in 
any of the film badges which I Elizabeth is celebrating its tenth 
all men working in the cave area anniversary this month. Since it 
are required to wear indicated opened in 1946, some 4,000 people 
measurable amounts of radiation. have attended regularly scheduled 
In simple terms, Jim says this programs there. Treasurer's and 
means that the total amount of Comptroller's recently conducted 
radiation received by all individ- their work simplification classes 
uals working in the area for the there. (See other stories on p. 1) 
last year-and-a-half sums up to Center has extensive exhibits, 
less than that ~ceiv~d in ~chest training ~ids film library~and r -
X-ray. view room. 
Esso Research Contributes $126,000 to Basic Research 
paying othet' expenses connected 
with the retirement plan. 
Here's a breakdown of other 
payments the company is making: 
Esso Research's share in the 
sickness, accident and health insur-
ance plans will run about $410,000. 
To cover survivor benefits 
the plan which offers protection to 
tneramiiies of employees and an-
nuitants who die the company 
will pay about $165,000. 
About $280,000 will go for bene-
fits required by law such as Social 
Security and workmen's and un-
employment compensation. 
Coin-Your-Idea awards, educa-
tion refunds and benefits paid un-
der military leave policies will cost 
the company about $60,000. 
The decision earlier this year to 
grant three-week vacations to em-
ployees with ten years' service 
brings the total cost of vacations 
and 12 holidays to over $1,900,000. 
2 forun1 Lectures Set 
The Esso Research Forum has 
scheduled two lectures next week. 
On Monday, W.H. Helbig of the 
sales development division of At-
las Powder will talk on the proper-
ties and application of activated 
Speech Course 
Starts Monday 
· Fifteen company men on Monday 
start a ten-week course in effective 
speaking, which has been arranged 
by Employee Relations' Training 
Section. 
The course is designed to assist 
professional employees in develop-
ing skills for making more effec-
tive oral presentations of technical 
information. 
Karl Moll, a professor of speech 
at Rutgers, will conduct · the class. 
The enrollees, selected by their res-
pective divisions, will meet once a 
week for two-hour sessions in Pro-
cess Research's conference room. 
Since the class is limited to 15 
persons, Lyman Parrigin of Em-
ployee Relations says that the 
course will be repeated for other 
professional employees as long as 
divisions are interested. 
carbons from the scientific and en- CRACKING TECHNICAL COM-
gineering standpoint. On Tuesday, MITTEE will hold its 13th annual 
R. L. Huntington of the University meeting Dec. 3-6 at the E.R.C. 
of Kansas will speak on the flow of Representatives from 11 Jersey 
two and three phase systems affiliates are expected. Process 
through pipes. Research's AI Patterson is chair-
Both lectures will be in _..~_.~a,..~_,and Process R~search's Les __ 
E.R.C. auditorium at 10:15 a.m. Bonnell is secretary. 
Esso Education Foundation Announces Grants Totaling $1,191,450 
Fourteen privately supported 
universities and colleges this week 
received $100,000 from the Esso 
Education Foundation in funds 
contributed to the foundation by 
Esso Research and dispersed ac-
cording to the company's recom-
mendations. In addition, five state 
universities received $26,000 in 
grants directly from Esso Re-
search. 
The grants to both the private 
and state institutions were given 
for basic research in science and 
engineering. Last year, 14 pri-
vate colleges and universities re-
ceived nearly $100,000 from the 
foundation upon recommendation 
of Esso Research. This year marks 
the first time the company. has 
made grants-in-aid for basic re-
search to state universities. 
With these new gifts ear-
marked for the 1956-57 academic 
year the company has contribu-
ted more than a quarter of a mil-
lion dollars to educational institu-
tions for basic research over the 
last two academic years. 
The announcement of the com-
pany grants was made at the same 
time the Esso Education Founda-
tion announced that a total of 
$1,191,450 would be granted 297 
privately supported institutions for 
the 1956-57 academic year. 
The company-sponsored grants 
given through the foundation went 
to the University of Rochester, 
Carnegie Tech, Northwestern, 
Rensselaer Poly, Clark, John Hop-
kins, Lehigh, Columbia, Brooklyn 
Poly, Cornell, Rice, Illinois Insti-
tute of Technology, Worcester 
Poly and M. I. T. 
The Esso Research direct grants 
to state schools went to Michigan, 
Wisconsin, Illinois, Delaware and 
Louisiana State. 
The grants will be used to fi-
nance a wide variety of basic re-
search projects including a study 
of heat transfer at high temper-
atures, a program conducted by 
a chemical engineering research 
professor on kinetics and mechan-
isms and for the purchase of spe-
cialized equipment needed to break 
research barriers. 
Recommendations for the grants 
were made by Esso Research's Con-
trilbutions and Research Grants 
Committee. Cecil Brown, head of 
Scientific Liaison, serves as the 
committee's chairman and deputy 
coordinator Frank Persons is sec-
retary. Also on the committee 
are: deputy coordinators Floyd 
Miller, Don Campbell and John 
McNab and public relations man-
ager Ed Starr. 
Educational institutions carrying 
on basic research, chairman Brown 
said, play an important role in 
scientific advancements. The com-
pany's role is to encourage and 
foster these achievements with 
financial assistance for continuous 
basic research in chemistry, phys-
ic.;;, chemical engineering, mechani-
cal engineering and other fields 
essential to industry's applied re-
search of the future. 
Company grants also contribute 
to progress in science and engin-
eering by helping to train students 
w:ho will become qualified gradu-
ates in these fields, chairman 
Brown added. 
Along with the Esso Education 
Foundation's announcement of 
gTants came the news that Carter 
Oil has become a participant in 
the foundation. (The Esso Edu-
cation Foundation was organized 
last year to coordinate and cen-
tralize education assistance pro-
grams of Jersey Standard and cer-
tain of its affiliates) Other affil-
iates contributing besides Carter 
and Esso Research are Esso Stand-
ard, Esso Shipping, Esso Export 
and Interstate Pipetine. 
Of the $1,191,450 in grants an-
nounced by the foundation, the 
largest portion, $726,000 was given 
to 256 colleges in the form of un-
restricted gifts for undergraduate 
education. 
(Turn to page 4, column 1) 
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December J Is Deadline for Employees Wishing to Join Alternate Thrift fund 
Employees wishing to join the 
Alternate Thrift Fund must sign 
up before Dec. 1 in order to parti-
cipate in the plan next year. 
Employee Relations says this will 
be the only time employees will 
have the opportunity to select the 
Alternate Fund or revise their Al-
ternate allocations for the coming 
year. Applications are available in 
all Thrift Plan transaction offices. 
The Alternate Thrift Fund pro-
vides a means for by-passing cur-
rent Federal income tax on com-
pany contributions to the Thrift 
Plan. Instead, the Alternate Fund 
is treated as a long-term capital 
gain and isn't taxed until the em-
ployee leaves the company. 
Based on present tax laws, here 
are the advantages of the Alter-
nate Fund: 
Take-home pay is higher since 
an Alternate Fund member does 
not pay current income tax on 
company contributions put into 
the fund. Company money going 
into Regular Thrift is subject to 
current tax. 
For example, an employee earn-
ing $5,000 this year will have to 
pay 1956 Federal income tax on 
about $5,500 if he's not in Alter-
nate. If he had put the company 
contribution into Alternate, his 
taxable income would have been 
only $5,000. 
All the money which would be 
taken out now as tax stays at work 
GOLIAS CALLS ON SHUT-INS. one of George Gol-
ias' jobs as Federation v.p. is calling on employees away from work 
because of extended illnesses. Spending a day a month on project, 
Process Research man brings shut-ins up to date on company news 
and checks to see if Federation assistance is needed to help employees 
through prolonged illnesses. During recent visit in Jersey City with 
Process Research's George McAneny, right, George Golias helped re-
pair fishing tackle. George Mc:Aneny, has been out since June. Be-
sides sick calls, -George Go tas ts on commtttee w tc:li istrt utes 
Thanksgiving and Christmas baskets. Baskets, which include turkey 
and "trimmings," go to employees whose illnesses have extended be-
yond full-pay benefits. On Wednesday, 36 baskets were delivered 
to homes of employees of this company and Bayway. Last year, 
Federation spent some $14,000 on welfare projects. 
BOWLING 
Process Research 
Bumper matches tonight may further 
tighten the close competition. Black Dia-
monds holds a one-game lead over True 
Blues but the sevent h-place Hot Shots 
i s or:ly five games behind the leaders. 
Rolling with the Black Diamonds are 
Maryanne Powanda, Jack Sexton, Ed 
Beckenbach, Clarence Brown, Pete Czaj-
kowski, Jim Dougherty, Will Haggerty 
and Abbott (Curley) Dean. Tony Gwiaz-
dowski added 3 points to his average to 
lead with a 183 and he fired the high 
series of 589. Jack Crandall's 244 was 
high game, only one pin ahead of George 
Holderied's 243. 
Esso Research 
By taking three from Penn State, Cor-
nell moved to within a half game of 
league-leading M.I.T. Charlie Wear, 
Hugh Horowitz, Ed Boczon, Larry Gar-
land and Herb Lipp are members of 
M.I.T. Adlai (Mike) Michaels, whose 
591 series was high, took over as top 
averager with a 183. Gene Dembrowski's 
233 game led all others. 
Womens Hersh Tower 
Eleanor Haberle not only increased 
her league~leading average by two points, 
but she also rolled the high game and the 
high series. Her average is up to 150, 
while her 177 game and her 501 series 
were tops. StraW Hats maintain their 
lead with an 18-12 record behind Mary 
Wanca, Betty Colonias, Marge Tomshaw 
a nd Hazel McEwen. 
Mens Hersh Tower 
Behind Lee Chasan, AI Nies, Bob Sch-
midinger and Lou Matirko,. Miller's High 
Life lengthened its lead to 3 'h games. 
Jerr y Mitchell lost 4 points on his 
average but still leads with a 16 8. Wade 
Smith's' 199 game a nd Rolf Michaelis' 
533 series were high. 
Cbem Research 
Jim Rae had a hot night Thursday to 
win the turkey roll in Group I, and his 
626 series and 232 game were high for 
the period. Jack Bonner was the Group 
II turkey roll winner. Mike Regent con-
tinues as high averager with a 183. Sum-
mit tied Roselle for first place. Edna 
Wojcik, Ed Eulhardt, Jim Harrold, G"?r-
don Brinkman and Bill Kephart are w1th 
the Roselle team, while Jeanne Fedosh, 
Ed Fraundorfer, Bob Schroeder, Bob 
Brodkey and John Kuzma roll with Sum-
mit. 
Mens Federation A 
Joe Potts of Process Lab #2 hit the 
high -series of the season, a 683 . He put 
together games of 233, 217 and 233. 
Process Lab #1 continues in second place, 
while Process Lab #2 is in s ixth place. 
W omens Federation B League 
Scatterpins added a game to their 
lead over the Deadend Kids. Alice Ring-
ert is only company gal with the leaders. 
Lil Garbus and Vera Vivian hold top 
a verages. 
Esso Engineering 
Jack Taylor, Eleanor Kovach, Char-
lotte Redziniag, Mike Chipolone and Don 
Kowtko kept the Desperatos in first place. 
Bill Craft and Don Kowtko have top aver-
ages of 172, while Bill's 526 series was 
high. Singles leader Joe Papetti had a 
196. 
I Skiing Movie to Open Club Season Dec. 6 
The Esso Ski Club will open its 
current season with a movie on 
skiing at the Bayway Community 
Center on Dec. 6. Employees in-
terested in joining the group are 
invited to attend. 
Two ski trips one in January 
and another in February are al-
ready planned as well as several 
week end trips for small groups. 
The club also offers a discount for 
beginners on lesson tickets at 
major Eastern ski centers. 
Each year the club participates 
in activities of the New Jersey Ski 
Council, including the annual com. 
petition against New York and the 
state championships. Inter-club 
races also are held on week ends. 
Club membership totals about 35 
with half from this company. 
Quarter Century Club 
Elects 3 Company Men 
Three company men were elect-
ed trustees of the Quarter Century 
Club Saturday at the Bayway 
Community Center. 
Ernie Pressl of Products Re-
search and Hap Joyce of Process 
Research were named to two-year 
terms and Products Research's 
Herb (Jake) Jacobus to a one-
year term. Arendt Koos of Process 
Research was appointed member-
ship committee chairman. 
Bayway's John Carney succeeds 
George Wheeler, also of Bayway, 
as president. 
Club membership totals 2,000 
with about 10 per cent coming 
from this company. Anyone in the 
Esso family, including women, with 
25 years' service is eligible to join. 
THE STORK CLUB • • • 
A son, William Richard, on Nov. 13 
to Dick Dunning of Design Engineering 
• . A daughter, Evelyn Katherine, on 
Nov. 5 to Art Ubbens of Construction 
Engineering • A daughter, Maureen 
Therese, on Nov. 3 to Joe Phayer of De-
sip Engineering .. A daughter, Judith 
Garfield, on Oct. 26 to Rod Randel of 
Design Engineering . A son, Thomu 
Joseph, on Oct. 25 to Leo Lemere of 
Constn&ction Engineering. 
in a member's account until be 
leaves the company. Consider the 
additional contribution: The com-
pany is required to withhold 18 
per cent tax if the additional con-
tribution goes into Regular Thrift. 
Nothing is withheld, however, if 
this money goes into Alternate. 
Thus, about one-fifth more money 
can be put to work. 
dition, when the Alternate Fund 
member leaves the company and 
his account is settled, one-half of 
the total account is tax free. He 
pays on the other half at only the 
same tax rate that he pays on other 
sources of income. 
right if he elects Option B on the 
Thrift Plan forms (this option 
covers the company's regular con-
tribution plus one-third of the ad-
ditional contribution). Under this 
option, he puts into the Alternate 
Fund only those moneys that are 
not withdrawable anyway. 
Checking Option C on the form 
provides the maximum tax benefit 
since all company contributions go 
into Alternate. Under this option, 
the employee's total withdrawal 
right is only about one-half of 
what it is under Option B. 
Alterna·te Fund members will 
have a larger s·avings account at 
the end of their careers. The ·ac-
cumulation is greater because 
money that otherwise would have 
been paid in taxes has gone into 
the Alternate Fund where it has 
been compounding fund earnings 
or stock dividends throughout the 
member's company career. In ad-
Employees can borrow from the 
Alternate just as from Regular 
Thrift. They also can buy and sell 
stock with Alternate moneys 
dividends and profits from the 
sale of stock go into the account 
so that they receive capital gains 
tax treatment on the dividends and 
profits too. Employees can get further in-
Employee Relations points out formation and questions answered 
that joining Alternate does not af- by contacting Employee Relations' 
feet an employee's withdrawal , Marge Davenport, ERC Ext. 647 
PATENT LAWYER TURNED 
AUTHOR describes George Koe-
ser, who left Patent on Monday. 
Nugget, a men's magazine, has 
published his article concerning re-
search about patents on gadgets. 
George, who joined the Olin 
Mathieson Chemical Co. to set up 
a foreign patent filing department, 
says this is the first article he's had 
published. Writing has been his 
hobby for the past three years, but 
previously was in the short story 
field. His latest piece, which hasn't 
been accepted as yet, concerns sub-
mitting inventions to industry. In 
it he recommends steps for the 
amateur inventor to take. 
* * * 
Comptroller's Bill Donnelly return-
ed Monday from an eight-week 
course in management problema for 
executives held at the University of 
Pittsburgh's School of Business Ad-
ministration 
COUNCILOR is a new title ac-
quired by Chern Research's Neil 
Baumgartner. He was named to 
this post recently by the Central 
Subsection of the New Jersey Sec-
tion of the American Chemical So-
ciety. He's also secretary-treasur-
er of the general committee of the 
lecture series for the N. J. Section 
and takes over as chairman of that 
group the first of the year. The 
committee coordinates four series 
of ten lectures each. 
* * * 
A military leave effective yesterday 
baa been granted Products Research's 
Bob Nagel to serve in the Air Force. 
* * * 
NEW JOBS ... Harold Perrine, 
from Service to Chern Research ... 
Alex O'Pecko, from Service to 
Products Research ... Pete Dering, 
from Engineering Coordination to 
Chern Researcll.' .. Bob Redling, from 
Service to Process Research ... Al 
* * * Previte, from Design Engineering 
BOOMING AUTO POPULA- to Chern Research ... Bob Schleuss-
TION is causing traffic problems ner, from Employee Relations to 
-in-Ha-mbttr , rma-n , Ianning- on~t;r..uGtio: En~·ineering... .. Ben 
Engineering's Doug McKeague r e- W OJCtk, f rom Servtce t o P roducts 
ports. Doug found a great increase Research ... J eff Dinocento, from 
in the number of cars on his recent Service to Products Research ... Don 
four-month visit as compared with Laird, Walt Funk, John Hooton, 
an 11-month stay there in 1953-54. Pat Lenahan, Ray McKernan and 
For example, only six cars were Lenny York, from Products Re-
parked outside the refinery gate on search to Chern Research. 
his first visit while the number has * * * 
now increased to about 60. While SPEAKERS BUREAU members 
it was formerly possible to go from this month appeared on the pro-
the refinery to the heart of Ham- grams of ten groups with audiences 
burg in 20 minutes, it now takes totaling 500 persons. Presenting 
more than an hour, Doug reports. talks were: Ed Shewmaker for 
Improved economic conditions also N. J. Catholic Roundtable of 
are evident in German stores which Science and Frontiers of America, 
have more of everything to make Newark; Norm Linn for Central 
life more comfortable. Presbyterian Club, Summit; Har-
* * * 
CENTENNIAL SERVICE 
AWARD has been won by Products 
Research's John Kunc for his ef-
forts in behalf of the building fund 
of Polytechnic Institute of Brook-
lyn. John, an alumnus of Brooklyn 
Poly, not only contributed to the 
campaign, but also collected gifts 
from fellow alumni. 
old Hitchcox for Sewaren History 
Club and North Arlington Women's 
Club; Vic Massa for Diamond Hill 
Community Church men's group, 
Berkeley Heights; Dave Greene for 
Brookdale Women's Club in 
Bloomfield, and Berkeley Heights 
Women's Club; Bert Bennison for 
Summit Old Guard, and Frank 
Barr for Elizabeth Lodge, B'nai 
B'rith. 
EXPLORING VQCA TIONS. When Cranford's Explorer 
Post 79 selected the petroleum industry as a vocational project for 
this year, it was natu.ral for post advisors AI Gessler of Cbem Research 
and Design Engineering's Art Baron to give teen-agers a glimpse of 
this company and Bayway Refinery. Here, AI Gessler explains Proc-
ess Research's lab equipment to John Mund·ay, left, son of Products 
Research's Cling Munday, while advisor Baron looks on. Tour of com-
pany labs and refinery on Saturday was preceded by session last week 
which included films on Tefining techniques ·and discussion of Jersey 
operatiens. Five _sons of company men are among the 30 Explorers. 
BEING A WAKENED by a stor-
age tank fire at 3 a.m. proved to be 
a frightening experience for Plan-
ning Engineering's Gary Robb 
while on a recent two-week com-
pany trip to Aruba. Lightning 
struck the tank which was only 150 
feet from the guest house where he 
was staying and set it afire. Al-
though it looked menacing, the fire 
caused little damage, Gary reports. 
It was his first visit to the Carib-
bean island. 
ADS L------- ------~ 
FOUND 
CIGARETTE LIGHTER A ND A SUM OF 
MONEY Items can be claimed by 
identifying them to Service's Ed Wal-
lace, ERC Ext. 697. 
FOR SALE 
RIDING BOOTS-Men's, 1 pair, black 
size 10, like new, very reasonable. BY 
Ext. 27 39. 
RIDING BREECHES-Whipcord, size 40, 
very good condition. BY Ext. 2739. 
ICE SKATES-Girl's, white, size 6: man's 
black, size 9, reasonable. BY Ext. 2739. 
SEWING MACHIN~Sin er table mode 
#9'6, as ype, f.Dr slip covers, m""a'~-te"'r"'----......, 
ials, su pplies included, $7 5. BY Ext. 
2739. 
MAN'S ENG•LISH BICYCLE-Rudge, g.ear 
shift, lighting generator, almost new, 
cost $7 5, sell for $40. BY Ext. 2477. 
CENTRIFUGAL PUMP-Bronze, % in. 
by 'h in., complete with 'h h.p., 3450 
r.p.m. motor. BY Ext. 2477 
RUBBER INTELLER PUMP-Bronze, 'h 
in., complete with 'h h.p. motor. BY 
Ext. 2477. 
SNOW TIRE, TUBE, WHEEL- 600 by 
16. BY Ext. 2839. 
GIRL'S BICYCLE-26 in., good condition. 
HUnter 6-0886. 
HOUSE-Elmora section of Elizabeth 7 
rooms, furnished or unfurnished, new .. 
ly painted, one-family converted to 
two-family dwelling, ideal for related 
families, large knotty pine recreation 
room in cellar with bar, lot 34 ft., by 
17 3 ft., oil heat, full storm windows & 
screens, 2 garages, 1 block -from ele-
mentary school & buses. ELizabeth 
3-7 533. 
JIG SAW Bench model, 2 saw horses, 
$7. BY Ext. 2739. 
TELEVISION SET-Admiral, table type, 
19 in. screen, very reasonable. BY Ext. 
2803. 
STORM SASH & SCREENS-Two, 27% 
in. by 53%_ in.; two, 27 % in. by 51 in.; 
two screens, 35% in. by 4 ft., 7 in. 
BY Ext. 7043. 
W ASHING• MACHINE Hot Point, 
wringer type, good condition, $10. 
ELizabeth 3-8617 
SUN LAMP-Hanov ia, prescription type, 
floor model, $7 5. ELizabeth 3-8317 
GIRL'S WINTER COAT- Size '10, tur-
quoise. good condition. $10. cfl:estnut 
5-4039 after 5 p.m . 
HOUSE-Cranford, north side near 
Roosevelt School, 6.-room colonial 
style, 3 bedrooms & bath. attached 
garage, under $20,000 . CRanford 6-
0268 for appointment. 
CARPET RUNNER-Twelve ft., $4. ELiz-
abeth 5-7724. 
JUNIOR FLOOR LAMP- Three-way, with 
sha de, $8 . ELiza beth 5- 7724. 
BOUDOIR CHAIR-$5. ELizabeth 5-7724. 
PORTABLE TYPEWRITER-Remin!"ton 
Rand. with cover, reasonable. BY Ext. 
2803. 
FOR RENT 
FURNISHED ROOMS-North Elizabeth, 
kitchen privil~ges. running water in 
e~>eh room, ELizabeth 4-26 86. 
APARTMENT-North Elizabeth, pri vate 
entrance. ELizabeth 4-26 86. 
WANTED 
JOIN OR FORM CAR POOL Teaneck 
t o E . R. C., and Bayway 8 :15 & 4:45. 
ERC Ext. 675. 
APARTMENT- To share with other bach-
elors, Union or E ssex counties. BY Ext. 
2038. 
SLIDE PROJECTOR & SCREEN- 300 
watt projector. 40 in. by 40 in. screen . 
BY Ext. 2033. 
JOIN OR FORM CAR POOL Allwood 
section of Clifton to Bayway, 8:15 & 
4:45. BY Ext. 6093. 
JOIN OR FORM CAR POOL Leland 
Gardens, Plainfield, to Bayway, 8:15 
& 4:45. BY Ext. 2209. 
RIDE-Vicinity Galloping Hill Road and 
Magie Avenue, Elizabeth, to Bayway, 
8 :15 & 4:45. BY Ext. 6088. 
RI~~~i5~v~l6o~x~e~J~: to E .R.C., 8 :15 
BOY'S BICYCLE-American make, 26 in. 
or 28 in. BY Ext. 2618. 
SKIS & EQUIPMENT- Boot size 7 'h . BY 
Ext. 480. 
RID~artaret to Bayway, 8 :15 & 4:45. 
BY Ext. 6782. 
FREE 
KITTEN-Six months old, black & white, 
house broken, looking for good home. 
HUnter 6-8367 after 5 p.m. 
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Southern Club Provides Comfortable Living for 17 Bache lo rs 
Raking leaves at home in Cranford are Design Engineering's 
Lorenzoni, left, and Petroleum Development's Ed Destremps. 
Bill Mahler of Westinghouse, left, and Enjay Labs' 
Jim Gallagher listen to hi-fi system in Bill's .room. 
For six Esso Research men as 
well as 11 other bachelors, the 
Southern Club in Cranford is a 
home away from home. Scores of 
company employees remember nos-
talgically their club membership. 
It was organized in 1929 as a 
social organization by young 
Southerners working in this area. 
A bull session on the seventh floor 
of the Winfield Scott Hotel in 
Elizabeth spawned the idea for 
the group. For awhile only South-
ern boys were admitted to mem-
bership, but this restriction no 
longer exists. At one time or an. 
other the club has had members 
Products Research's Vic Wilson, left, B·ayway' s 
Lee Prochazka,' center, and Bob Diefenderfer of 
Construction Engineering relax in sun parlor used 
as TV room. Adjoining foyer is used for dances. 
It' s in Paints, Raincoats, Dandruff Remover 
from almost every state. 
Before moving to Cranford in 
October, 1953, the club occupied 
two previous homes in Elizabeth. 
Although there is a heavy turnover 
of membership, there have been 
some five-and ten-year men. 
A non-profit organization, the 
club rents the house it now occu-
pies, but members are responsible 
for normal maintenance work. 
While the club owns all the furni-
ture, members have no equity. 
Work gets done on a committee 
basis. 
Products Research's Vic Wilson 
was elected club president in Jan-
uary. Other officers are: Jim Gal-
lagher of Enjay Labs, vice-presi-
dent; Bill Fragetta of Internation-
al Nickel, treasurer, and Bill Wall-
hauser of Esso Standard, secretary. , 
Design Engineering's Frank Lo-
renzoni is in charge of work proj-
ects. Members recently tackled 
such jobs as papering the bath-
room, painting the kitchen and re-
decorating the dining room. Meals 
and household duties are handled 
by a housekeeper and a maid. 
An active social program keeps 
members' calendars filled. A high-
light of the social season is the an-
nual softball game and dinner-
dance with the Squires Club, a 
similar group in Westfield. 
Club meetings are held from 
time to time. Operating expenses 
running into $25,000 a year are 
shared equally by all members . 
. 1· -
Participating in kitchen cabinet 
painting project are W eating• 
house's Don Diefenderfer, left, and 
Walt D'Usseaux. 
Future needs are anticipated and 
included in monthly assessments. 
Other Esso Research members 
are Bob Diefenderfer of Construc-
tion Engineering, whose brother 
Don ·also is a member, Dick Brack. 
ett of Design Engineering and Ed 
Destremps of Petroleum Develop-
ment. Other members work for 
Westinghouse, the Texas Company, 
Chemical and Power Products Co. 
and Celanese as well as Esso. 
Dinner is served for club members by housekeeper and maid. Walt 
D'UsseaJUX of Bayway is eating at table in foreground. 
Patent Awards 
Bill Knox of Process Research: Em blems Go to 15 
W ith 20, 10 Years New Uses Discovered for Kittleson's SR-406 "Oxidation Resistant Mineral Oils and Method of Preparing ~Same." 
Fifteen employees celebrating 
service anniversaries this month 
are receiving emblems for 20 and 
ten years' service. 
Eight switch from ten-year em-
blems to the one-diamond pin given 
for two decades, and seven are 
eligible for ten-year buttons. 
Of the 20-year employees, Jesse 
Stuck of Construction Engineering 
hasn't missed a day of work due to 
illness since his company career 
began. Two others in Construction 
Engineering are rounding out two 
decades: Dorothy Paul and Harold 
McCarthy. 
In Products Research, Ben Cy-
phers and Walter Herbst have be-
come 2_0_ •.y__ear men, and-in Ghem 
Research, Bill Sparks and Ober 
Slotterbeck. Herb Brown of De-
sign Engineering is another be-
coming a 20-year man this month. 
Receiving ten-year emblems are: 
Walt Sullivan and Charlie Pett of 
Construction Engineering, Walt 
Heumann of Chern Research, Helen 
Kluck of Products Research, Helen 
Miller of Patent, Herb Buehler of 
Treasurer's and Helen Krush of 
Design Engineering. 
----THE NEWS is published by the Public 
ltelations staff of the Esso Research and 
Engineering Company, P.O. Box 51, Lin-
den, N. J., and is issued on a lternate 
Fridays to employees and annuitants of 
the company. Please apply to the editor 
for permission to reprint articles. 
The editorial office is located in Room 
B-107, Esso Research Center. Telephone: 
WAbash 6-1600. ERC Extension 2096. 
BETTY KRIEGSHAUSER. editor 
ROY ,SMI'fH, asst. editor 
The next issue will appear December 7 
AI Kittleson's SR-406-an oil-
derived compound the Chern Re-
search man discovered ten years 
ago as an agricultural fungicide-
is now used to make long-lasting 
paints, raincoats, shower curtains 
and, among other products, a dan-
druff remover. 
The new uses for SR-406 have 
been unearthed by the R. T. Van-
derbilt Co., a New York firm. 
For some time Al's discovery has 
been licensed by Esso Research to 
California-Spray Chemical Corp. 
for its manufacture and sales. Van-
derbilt has contracted with Cal-
Spray to develop the chemical's 
Company Sets Up Class 
In Operations Research 
For 28 From Affiliates 
Twenty eight representatives 
from Jersey's affiliates in the U.S. 
and overseas are enrolled in an 
operations research course open-
ing Monday at the Esso Building 
in N.Y.C. 
The two-week course will be 
taught by George Kimball, a for-
mer Columbia University profes-
sor who's now wioth Arthur D. Lit-
tle, consulting engineers in Cam-
bridge, Mass. Dr. Kimball taught 
a similar course for the company 
last February. 
Operations research, which has 
been described as a philosophy of 
approaching a problem, helps to 
take guesswork out of solving com-
plex operational problems by ap-
plying math techniques. 
Employee Relations' Training 
Section has set up and coordinated 
the course, which was spearheaded 
by the company's Committee on 
Mathematical Techniques. 
non-agricultural uses. 
Called Vancide 89 by Vanderbilt, 
the chemical is being put into many 
formulas developed by paint manu-
facturers. A'bout a tablespoon a 
gallon, or one per cent by weight, 
has been proved to give full pro-
tection from mold or mildew-be-
lieved to be the major reason why 
paint becomes dirty-looking and 
peels off. 
A unique feature Vancide 89 of-
fers is that it is non-volatile and 
can be handled by paint-makers 
without special equipment and 
safety precautions. It also gives 
paint a previously unachieved per-
manence since it doesn't wash 
away or evaporate. 
Another promising prospect, ac-
cording to Vanderbilt scientists, is 
its use with vinyl plastic for such 
items as raincoats, shower curtains, 
upholstery and car seat covers. 
Because vinyl film in most in-
stances must be flexible to stay 
J ,600 N.Y. Students 
See Company Exhibits 
Four Esso Research exhibits 
were included in a display last Sa-
turday at Columbia University for 
some 1,600 high school students. 
The event, designed to interest 
teen-agers in science, was put on 
by the combined technical societies 
in N.Y.C. at Pratt Institute and 
Brooklyn Poly as well as Columbia. 
Walt Dunkel and Dave Hammel 
of Enjay Labs made butyl rubber 
on the spot and gave samples to 
the students. The company's movie, 
"Flowing Solids," was shown and 
two displays on the fluidized solids 
technique were demonstrated by 
Francis Russell of Process Re-
search. 
serviceable (for example, raincoats 
that get stiff soon rip), manufac-
turers of these items have been re-
sorting to plasticizers made of veg-
etable products. These, however, 
are susceptible to molds harm-
ful bacteria literally "eat up" veg-
etable plasticizers. Seasoning vinyl 
film with Vancide 89 makes these 
plastic products resi5tant to mold, 
and the products don't stiffen at 
low temperatures. 
A significant industrial appli-
( Turn to page 4, column 2) 
Doscher, Tobaygo 
Francis Russell and Bill Fell of 
Process Research: "Apparatus for 
Settling Particles From Fluids." 
Hersh White of Chern Research: 
"Addition of Oxo Bottoms to an 
Acid Sludge for Stabilization and 
Pumping Ease." 
Arnold (Red) Morway of Pro-
ducts Research and Roy Cottle of 
Chern Research: "Lubricating 
Greases From Oxo Glycols.". 
Bill Catterall of Chern Develop-
ment: "Oxo Alcohol Distillation 
(ontinued on page 4, column 5) 
• erv1ce 30 Years ' Gain Two 
A marine inspector, Products Re-
search's Herman (Conrad) Dos-
cher, and a piping designer, Con-
struction Engineering's Frank To-
baygo, complete 30 years' service 
this month. Conrad reached the 
three-decade mark on Wednesday 
and Frank hits it on Tuesday. 
Conrad's headquarters have been 
at the Bayonne Refinery with the 
S.I.L. group. He tests safety equip-
ment and checks for gas on tankers 
F rank Tobaygo 
He was Bayway'a 
one-man team. 
-+ 
,...) 
~ "~;t :p$ 
He arrived late, 
missed explosion .. 
and barg-es of the Esso fleet. Be-
cause he was about 15 minutes late 
25 years ago in reaching the tanker 
William Rockefeller, he missed be-
ing near a tank which exploded. Al-
though Conrad works around tank-
ers daily, he's never been to sea 
aboard one. 
Hailing from Brooklyn, Conrad 
grew up and attended public 
schools in Pearl River, N. Y After 
graduating from Mercersburg 
Academy in Pennsylvania, he won 
a B.S. degree in agricultural chem-
istry at Michigan State. A former 
Bayonne resident, Conrad now 
makes his home in Bloomfield with 
his two daughters and a son. 
For diversion Conrad runs a 
small florist business in Bloomfield 
with his wife, growing nursery 
stock, evergreens and flowers on 
their acre and a quarter plot. 
Frank has been with Esso Engi-
neering since joining the company. 
A graduate of Battin High School, 
Elizabeth, he attended Newark Col-
( Turn to page 4, column 1) 
4 THE NEWS 
Research Club Speaker Says: 
Logic Doesn't Always Work 
There was nothing logical from 
the scientific viewpoint about the 
way a Florida man put a "double-
whammy" on crop-destroying Ja-
panese beetles just by touching a 
negative of a photograph of a ra-
Company Grants 
(Continued from page 1) 
The second largest share 
$210,000 went to 16 institutions 
for building and other capital pro-
jects. 
Among the other grants were 
$75,000 to the National Fund for 
Medical Education, $55,000 to as-
sist in special studies by nine in-
stitutions in the field of human re-
lations and $25,000 to the United 
Negro College Fund. 
Privately supported institutions 
in 43 states and the District of 
Columbia are represented in the 
foundation's latest program. 
The foundation has an Adminis-
trative Committee which, with the 
aid of experienced educators, pre-
pares recommsndations on the in-
stitutions to receive grants and the 
amounts. The foundation's board 
of trustees receives and acts upon 
the committee's ' recommendations. 
Executive vice president Duer 
Reeves represents Esso Research 
on the board, and Cecil Brown is 
on the committee. 
Yesterday's 
Big Events 
vaged field. But he did. His ex-
planation was he destroyed the in-
sects' will to eat. The beetles 
starved to death. 
This was just one of the ex-
amples John Campbell of Astound-
ing Science Fiction magazine gave 
in his talk "Things Science Can 
Never Do" at the Esso Research 
Club meeting a week ago W ednes-
day. More than 150 memb~rs at-
tended the dinner and lecture at 
the Community Center. 
The speaker told the audience 
that scientists must abandon their 
strictly logical approach and ac-
cept unexplainable phenomena if 
they are to advance toward the dis-
covery of the fundamentals in their 
fields. 
He said the disciplined thinking 
behind today's science cannot ac-
cept anything illogical. But illogi-
cal phenomena do exist and cannot 
be explained by the scientific ap-
proach. Scientists must realize 
there are some things logic cannot 
explain. 
He predicted that the scientific 
approach will eventually be re-
placed by the "Einsteinian" or 
philosophical method. 
J Fefer left and Jean Umland, only women in company holdi~g ean ' ' d . k' f h h Ph.D.s, discuss curtains Jean Umlan ~s ma 1ng or e~ new orne 1n 
Cranford. Jean Fefer, who was married yesterday, will be engaged 
soon in similar tasks for her apartment in Metuchen. 
Two Jeans: Fefer and Umland ••• 
Only Company Gals With Ph.D.s 
Femininity and Ph.D.s are among consin in organic chemistry and 
SR 406 the credentials of two new Prod- then taught chemistry and ad-• ucts Research chemists-Jean Fef- vanced quantitative analysis for 
(Continued from page 3) er' and Jean Umland. They are the three years at Mt. Holyoke College. 
cation of Vancide 89 is in the vinyl only women among some 225 em- Jean met Carl through mutual 
tape used to wrap .oil and natural ployees holding doctorates. Jean friends at Wisconsin. Carl was ac-
gas pipelines to protect them Fefer's name was Sabatka until tually a member of a class in which 
against moist underground condi- her marriage yesterday. Jean was a teaching assistant, but 
tions. Both gals began their company they didn't meet in the classroom. 
Still another use recently prov- careers in September as a result of Jean Fefer, who's in the Addi-
~ 
# ~"~  
Products Research's Jean Umland, 
also holder of doctorate, prepares 
to run organic reaction for Special 
Analysis Section. 
OIL INDUSTRY 
NEWS REVIEW ed out is in lacquer for coating their husbands joining the Esso Re- tives Section, can trace her inter-electrical wiring in radios and re- search family. Carl Umland start- est in chemistry to her older broth-
Ten Years Ago lated equipment. In this case, Van- ed with Enjay Labs in July and er who's now a geologist for Sin- (A digest of recent research and 
Quartermaster Corps Reserve cide 89 prevents mildew which Morton Fefer joined , Chern Re- clair Oil. She gained her Ph.D. petroleum industry news compiled by 
officers of the Esso Class of 1939 causes short circuits and other this summel!>at Northwestern Uni- Public Relations) 
1 f . · · t search last week. ho d Irst reumon smce war o operating problems. versity in inorganic physical chem- The crisis in the Middle East has 
m. · n war experi'ences and M h'l v d b'lt h The only other "lady Ph.D." in · re Imsce o < eanw I e, an er I as come istry. Her B.A. was in chemistry put Western Europe in a "desper-
t Fr nk Walsh Of Products 'th 'fi d f d thi's company was Lottie McKay, f o see a up WI a pun e orm approve and math from the University o ate" fuel pinch. Stringent ration-
Research recei've commendati'on f h t' 1 'b'l't' who spent a couple of years in or p armaceu Ica possi I I Ies. Omaha in her home town. ing programs are in the cards for 
d b t F k as Chi'ef M F t' fi h Products Research in the early an ronze s ar. ran , ax actor, a cosme IC rm, as Her original intention when she European nations-with the im-
o e pe ro eum ana fuel division mtroduce a- prep><ai'ir;;<al'Iliolln;--~'c'lia'ttisrt-l-'-&&.!.,..------~-------::::-:-·tem.oneoa1~4'W1rthiWI~steTJrf"""wa~jmit-fmt:!"diat<en~md a cut-back <>"f 29 pe 
of the 72nd Quartermaster Base Sebb which uses Vancide 89 to Homemaking jobs share top bill- to work toward a master's degree. cent in the use of fuel oil. England 
Depot·during the German counter- combat seborrheic dermatitis ing with company careers for both But she passed the Ph.D. qualify- and France, which consume half of 
offensive in Dec., '44, "distinguish- which is believed to be associated Jeans these days. Jean Umland is ing exam and decided to stay on. Europe's oil, are particularly hard 
ed himself by quick and decisive with an itchy scalp and dandruff. getting a new home in Cranford She was attracted to Northwestern hit. Before the Suez Canal was 
action during the withdrawal of But in the language of the chem- in shape, while Jean Fefer will set by Professor p W Selwood, well- blocked by sunken ships-and be-
vast stores of gasoline under ist, it's still basically N-trichlorom- up housekeeping in an apartment known magneto chemist. While at fore mid-east pipeline~ were cut--
the threat of enemy strafing," ac- ethyl-mercapto-4-cyclo-hexene-1, 2- in Metuchen when she returns Northwestern she met Morton, who Western Europe was ,;etting about 
cording to the citation. dicarboximide! from a wedding trip to Washing- also was studying for his Ph.D. His 2,750,000 barrels of crude daily. 
=============================== ton, D. C. . degree will be awarded in January. All that's getting through now is 
E • L b M G • f T Jean Umland, who's with the what can be moved by tanker a-ng1ne a en Olng 0 exas h Both girls participate actively in Special Analysis Section, says er d round Africa's Cape of Good Hope. 
interest in chemistry began when sports-Jean Umland in sailing an * * * Six Products Research engine 
technicians Kenner Baker, Fred 
Moebus, Ozzie Schiffner, Charlie 
Blitt, Bill Reilly and Joe Feeley 
plus Bill Meyer of Enjay Labs 
will take off Tuesday morning 
from Newark Airport for a flight 
to San Antonio. 
They're bound for Southwest In-
stitute where they'll start a ten-
day training course in test engine 
operations and observe the turn-
around procedures for the same 
type diesel engines which will be 
installed in Enjay Labs' new En-
gine Lab. 
Bill Meyer who designed and 
will head the unit's engine lab now 
being set up in the new polymer 
wing, will supervise the training. 
The visit at Southwest is the 
first leg of rotational assignments 
the Products Research men will 
have in Enjay Labs. Their final 
training will wind up in Enjay 
Labs when the eight eng-ines are 
installed and put into operation. 
Enjay Labs' Lew Winkler says the 
facilities will be in full operation 
early next year. 
The sing-le cylinder test engines 
are small, four to seven horse-
30-Year Men 
(Continued from page 3) 
lege of Engineering. 
Frank's friends say he was a star 
wrestler for the Elizabeth Y.M.C.A. 
and was often called a one-man 
track team because of his running 
and jumping ability. On several 
occasions he practically won meets 
for Bayway Refinery teams by him-
self. His after-work interests in-
clude painting, salt water fishing 
A native of Norwich, Conn., 
Frank resided for many years in 
Elizabeth and Roselle until moving 
to a new home in Cranford several 
months ago. He's married and has 
a son and a daughter. 
power four-cycle diesels, which will 
be used in the customer sales serv-
ice activities and performance 
evaluation work Enjay Labs does 
on lubes containing Enjay addi-
tives. Up until now, Southwest has 
done this work exclusively for En-
jay Labs. 
The trip to Texas won't be all 
work for the company men. 
They're making tentative plans to 
hop down to Mexico for sightseeing 
on the week end. Fred Moebus may 
be able to squeeze in a visit with 
his son who's a student at Texas 
A. & M. and Joe Feeley is taking 
his wife and two children along. 
badminton and Jean Fefer in ice 
she started a rock collection for a U 1 d The free world's shortage of skating and tennis. Jean m an Girl Scout project when she was a 949 shipping capacity-including oil ranked eighth nationally in 1 youngster in Penfield, Pa. After ld' l tankers-has been forciL)y pointed in the snipe class, the wor s arg- ~ 
winning her B.A. in chemistry at est with some 10,000 1boats. In up by the Middle East situation. Swarthmore College, she did re- The U.S. has taken 60 government 
'53 she won the Wisconsin state 
search work for five years with -owned vessels out of "moth balls" 
f d badminton championship. American Cyanamid at Starn or , · for charter to private firms to help But right now, such activities Conn. f d · alleviate the shortage. Although always planning to get as selecting urniture, re ecoratmg * * * 
and making curtains take up their her Ph.D., Jean says she felt she Production of oil in the Soviet 
non-working hours. 
should have experience in industry Union this year is expected to be 
first. She didn't expect to wait so about 82 million tons-an increase 
long, but interesting projects al- Heart Attack Fatal of 16 per cent over its output last 
ways enticed her to stay with year. If this goal is met, Russia 
American Cyanamid. She attained To Annuitant Moore will have produced a tenth of the 
her Ph.D. at the University of Wis- Annuitant Dave Moore, who re- world's oil in 1956. 
tired from Service five years ago, * * * 
died last week of a heart attack at The oil industry is now spending 
his home in Elizabeth. He was 67 $170 million a year on research. 
Burial was Monday in a veterans' A.P.I. president Frank Porter said 
cemetery in Belvidere, N. J. last week. In time and talent, the 
Dave, a utility man who started investment in research is 30 million 
his career at Bayway Refinery ·and man-hours a year-with some 15,-
then moved to ·~ 000 Americans working in the pet-
this company, I roleum research field full-time. 
was best known 1 * * * 
as an entertain- j New construction: Humble is 
er. His friends · planning to build one of the world's 
r e c a 11 t h a t largest benzene plants at its Bay-
Dave's ability town Refinery; the plant's designed 
to sing and tap to produce about 24 million gallons 
dance always a year ... Esso France will start soon 
made him much on a new refinery at Bec-d' Am be 
in demand at expected to turn out products at a 
Christmas par- rate of 1.5 million tons a year by 
ties and other Dave Moore '59. 
division social 
events. 
A World War I veteran, he 
hailed from Spartanburg, S. C. He 
lived in ElizaJbeth some 40 years. 
Patent Awards 
(Continued f1'om page 3) 
Process" and "Oxo Process." 
GUEST FROM VENEZUELA. Venezuela's Dr. Humrberto Brown Heads ACS Group 
John Heigl and John Smith of 
Products Research: "Treatment of 
Gasoline for Improving Oxidation 
Stability by Forming Peroxides in 
Gasoline and Then Treating With 
an Organic Hydroxy Carboxylic 
Acid." 
Fernandez-Moran, second from left, gets firsthand information on 
company's atomic research facilities from Products Research's Jim 
Black. Jim holds "dummy" cobalt pipe to give idea what company's 
radiation source looks like. Looking on are Creole's Pete Rincones, 
right, and Products Research's Howard Yowell. Radiation lab visitor 
is di·rector of Vene:lluela Institute for Neurology and Brain Research. 
He's been touring Europe and U. S. to .observe research sites for in-
formation which will aid the institute in building a nuclear reactor. 
Cecil Brown of Scientific Liaison 
has been appointed chairman of 
the finance committee of the Amer-
ican Chemical Society's Division 
of Petroleum Chemistry. A newly-
formed group, the committee has 
been org-anized to study long-range 
financial problems of the division. 
Max Hill of Products Research: 
"Phosphosulfurized Hydrocarbons 
and Production Thereof." 
-l30-
ILLUSTRATION t, .. 
DETERMINING READERSHIP INTEREST 
OF DIFFERENT FEATURES 
:oc: e;·;;-~,-- ' .. _, -~c 
.. ,;_ 
The chart on the following page was shown to employees 
to snlicit from them their interest in seven types of 
features· which are carried regularly in the· company news-
paper. 
After studying the types, employees were asked to p-ick the 
two which, in their opinions, were the least interesting. 
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T ailor.IIIJade Gas 
Nips Vapor Locfc 
By John Clarice 
is vapor lock? The average ~eM" 
4. ExptanaHons of Scientific Topics 
In a few cases, cars may have stalled be-
cause of vapor lock. More often this 
stalling is caused by engine over-heat-ing. 
Vapor lock may be caused by inade-
Quate gasoline QUality or by Poor mech-. 
anicaJ conditions such as worn fuel 
Pumps and inefficient cooling systems. 
When the cause is mechanical, gasoline QUality has little effect in overcollling the difficulty. 
It is not by chance that vapor lock from gaso-
line is a rare condition. Protection against it 
is the result of careful control of gasoline QUali-
ty determined by continual study by oil scien-
tists. This QUality in gasolines is of the same 
order of importance for top Performance as an-ti-knock and anti-icing QUalities. 
Vapor lock is caused by Premature vaporiza-
tion of gasoline in the fuel system. Gasoline 
vaporization can be compared with what happens 
when water is heated to its boiling Point of 212 
degrees Fahrenheit. As the temperature of the 
Idle rate - • ue1 PUmp Preaaure are checked before 
vapor lack te.ata are made. fiere, Product. .Reaearch'a 
Ed Brozanak, IQakea adjuatmenta while Producta .Re-aearch'a Sam Irwin runs engine. 
When fuel system temperatures are lowered 
gasoline vapor disappears iust as when stean: 
condenses to water on a cold surface. Liquid 
fueJ ~eplaces the vapor and normal car Perform-ance 1s resumed. 
One means of Preventing vapor lock is the use 
of a gasoline that will not vaporize excessively 
at temperatures existing in normal automotive fuel systems. 
Vaporization tendencies of motor gasolines are 
commonly referred to as fuel v~4tility. An ex-
ample of a Volatile substance is f! spot-remover 
BOWLING 
Girls Herah Tower 
Eleanor Haberle of Comptroller's re-
mains the top bowler. She has the high 
average of 148 and rolled the high gamE: 
during the period, a 181. However, Elea-
nor Skarl of Comptroller's had the high 
series, a 469. "Ma' Griffe" continues its 
grip on first place. The girls voted to 
become affiliated with the Women's In-
ternational Bowling Congress. 
Federation Girls B League 
Service's Lillian Garbus had a 165 for 
the high game of the period and she has 
the second highest average. The Scatter· 
pins with Products Research's Alice Rin-
gert and Lois Iannacone as memb~rs have 
moved into first place. 
Euo Research League 
A three-way tie has developed for first 
place with Penn .. Fordham and M.J T. 
deadlocked. Dick Plisco of Products Re-
search had the high series thi s period, a 
620, while Herb Lipp of Products Re-
search set the high-game mark of 23 7. 
Dick's 187 average is tops, Rolling with 
Penn are George Jenkins, Oliver Lewis, 
Jim Harrold, AI Blackwood and John 
Bogdan. Fordham's members are George 
Zoeller, Tom Witts. Roy High, Bill Sch-
mermund and Doug Rosie, while Herb 
Lipp, Larry Garland, Charlie Wear, Ed 
Boczon and Hugh Horowitz are with the 
M.I.T. squad. 
Esso Engineering League 
Scoring sweeps the first two nights, 
Tfuam A took rtver first place. Bowlers 
[ Sports Shorts I 
Joyce Wins Golf Tourney 
Hap Joyce had the low gross 
score of 81 in the Process Research 
employees club golf tournament 
a week ago Wednesday at the As-
bury Park Golf and Country Club. 
BiU Eisenbach was second with an 
89. Low net winners were Jack 
Seymour, Curly Dean and Bob 
Swarbrick. The tourney drew 7 5 
persons the largest ever for a 
tournament run by the club. Paul 
Ravaczy and Harry Grander were 
in charge of s.rrangements. 
76 Golfers in E.E. Contest 
Low gross honors went to Don 
Busch with a 91 in Esso Engineer-
ing's golf tourney on May 4 at the 
Asbury Park Golf and Country 
Club. An award for low gross for 
the first nine holes was won by 
Luther Martin and for the second 
nine by Werner Winkler. Fred 
Kaiser received the low net prize. 
The tourney, arranged by Ed 
Luckenbach, drew 76 men. 
~-lu Sports Activltm] 
[ 5 News About People [ 
I ~It deP~ Side! 
VIKING SHIPS on display near 
Oslo, Norway, attracted the inter-
est of Paul Andrews on his recent 
two-and-a-half week visit there. 
The Planning Engineering man 
says the vessels were buried about 
1100 A.D. and dug up only in re-
cent years. The ships- about 70 
feet long and 10 feet wide- are 
well preserved. It was a custom 
in that era, Paul says, for the Nor-
wegians to bury their kings and 
queens in such ships along with 
their treasures and servants. Also 
on display was the balsa raft Kon-
Tiki used by a group of Norwe-
gians who re-enacted an ocean voy-
•ge from South America to Poly-
nesia. This was Paul's first trip 
to Scandanavia and his second to 
Fur ope. 
The wHe of Products Research's 
Ray Walker has been elected presi-
dent of the Euo Women's Club- a 
~rv)ce •roup of wives from here 
and Bayway who meet each month at. 
the Community Center. 
. . . 
mington, Del. Mary, wh'\ leaves 
a week from today, will try Los 
Angeles as a new home. Mary 
says she expects to continue sec-
retarial work and "do some sing-
ing." She's well known for the 
many times she has sung for com-
pany functions. 
How the company's proposed plana 
to develop research and enaineerin• 
facilities in Florham Park will affect 
Madison was diacuued by Public Re-
lations' Frank LeBart on Wednesday 
before the Madison Kiwanis Club. 
• • 
AN ENGLISH PUB with a 
ceiling only six feet high doesn't 
leav~ much hearl room, says Plan-
ning Engineering's Don McArthur. 
Although he had to stoop to keep 
from bumping his head on the 
beams, Don says the London pub 
-built about 1400 A.D. -is very 
cozy and a pleasant place to visit. 
While on a recent assignment in 
Europe, Don visited his uncle and 
aunt in a small village outside 
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•aeoa trip0 hy a; ';• "'alee hu
0
_ 
P•,.•• a •J>eciajr, fo;•nlcie Pre.. 
the..,. Fr•nlcie ·•~ "<aat for deal of g t..,..,. a B"ood 
fro.., hi0 c:-:-""'turea lciadiag 
h_obh,., but U.. Orlcero •hollt /,;• 
/,;• help "'hea ~ali •PPrec;•te 
neea to lcao.., .. ,. lilld u,.,,. 
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